r 



28 AUGUST 
AOt a copy* $8 a y*«r 



SPONSOR 



E WEEKLY MAGAZINE RADIO/TV ADVERTISERS USE 




uy St Louis fa card 



KTyi rate card 

your lowest 



wampum 

oerthousand'^:<- 



<n St. Louis' -M: 

/ A, , ' -i* 





SPOT TV GIRDS 
FOR BATTLE 
WITH NETWORKS 

Challenge of web spot 
carriers is spurring 
1 strong selling, move to 
oust webs from TvB 
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Saturday morning 
is no longer 
net tv stepchild 
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The client with 
the tight radio 
budget-Part two 
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studies on tv 
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OLD NEW ORLEANS 
FAVORITE 

1 lb. Lump Crabmeot 

1 lb. Cooked Shrimp 

1 lb. Cooked Lobster Meot 
Vi cup Chopped Shollots 

y 2 cup Chapped Mushrooms 
V 2 lb. Butter 

2 cups White Wine 
1 cup Creom 

4 Egg Talks 
Cagnoc 

Fovante Pancake Recipe 
Saute' shellfish ingredients with % 
lb. butter far five minutes. Saute' 
shallots and mushrooms with % 
lb. of butter until shallots are soft, 
then odd white wine and cook 
far five minutes. Add to this mix- 
ture cream and cook until simmer. 
Remove from fire and add egg 
yolks. Flambe-baste shellfish mix- 
ture with cognac and combine 
of shallots and mushroom sauce. 
Prepare 1 2 crepes (use f ovorite 
pancake recipe and thin slightly) 
ond fill each with shellfish mix- 
ture, rail, and serve at once cov- 
ered with remaining sauce. Superb 
serving for six. 




Prepared at Masson's Beach House by Chef de Cuisine Ernest Masson 

WWL-TV. . . new New Orleans Favorite 



and the ENTER- 



ENTERTAINMENT PLUS is the key to New Orleans television 
TAINMENT PLUS station in New Orleans is WWL-TV. 

Here are two outstanding SHOWS, each a PLUS, presented on WWL-TV. Each day of 
the week Hap Glaudi, the premiere sports authority in New Orleans, brings to sports fans 
throughout the WWL-TV viewing area sports reporting in depth. His highlights of the 
latest sports events and hard-hitting opinions about the sporting world grab the atten- 
tion of every viewer. 

Another ENTERTAINMENT PLUS feature of WWL-TV is its wonderful 6 p. m. program- 
ming. 6 p. m. on WWL-TV Monday through Friday means the most exciting series of programs 
in town. • Yancy Derringer on Monday continues to merit one of the strongest ratings in 
the area. • Tuesday finds the population watching Official Detective. • This Navy town 
watches Silent Service on Wednesday. • Arthur Jones, local big game hunter, presents his 
highly-rated Wild Cargo program each Thursday. • Last, but not least, is Man Without 
A Gun seen on Friday. 

These are but a few of the ENTER- 
TAINMENT PLUS FEATURES 
on WWL-TV. Get the complete story 
from Katz, and then sell your prod- 
uct on the ENTERTAINMENT 
PLUS station in New Orleans. 



WWL-TV 

NEW ORLEANS 

Represented Notionolly by Kotz 




WPEN 

PHI LADELPH I A 

Creates A Responsive Audience 
With 

PACE SETTING 

*VIGNETTES 

25 DAILY 
EXCLUSIVE 

"HELICOPTER 

TRAFFIC REPORTS 
VETERAN 

PERSONALITIES 

FIGHTING 

EDITORIALS 

FIRST IN PHILADELPHIA 
MIDDLE OF THE ROAD 

MUSIC 

AWARD WINNING 

*NEWS 

WPEN 

PHI LADELPH I A 



*Ask For Availabilities 

Represented Nationally By GILL-PERNA 
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I'LL SAY THIS... 

"WLW Television Stations have 
gone all out to sell RCA Victor Color 
TV sets in the grand tradition of the 
Crosley Broadcasting group . . . 
covering store fronts and home 
fronts to really mean business for 
RCA Victor. Advertisers have a pot 
of gold waiting for them at the end 
of the WLW Television Color 
rainbow!" 



Raymond W. Saxon, Vice Pres. 
Marketing 
RCA Sales Corporation 



Call your 
WLW Representative . . . 
you'll be glad you did! 
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schedules major rep firms step-up efforts to push spot's flexibili 

Saturday morning no longer web tv stepchild 

30 The networks report that fall Saturday sales are "hooming." Major 
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Two new ARB studies on tv viewing 

36 Pair of new in-depth research reports by ARB provides more th; 
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BALANCE! 




iere was a time when agriculture dominated 
imtral Iowa's economy. But it's not true today. 
Kntral Iowa — the area served by WHO-TV — 
i one of America's most diversified markets. 

I Take Des Moines for example. Its population 
Is grown 17% in 10 years. The city has 300 
actories manufacturing 1,000 different products 
I.US 44 insurance company home offices with 
1.4 billion of insurance in force. Yet Des Moines 
IJonly one of 48 towns and cities in WHO-TV's 
jimary coverage area. 

Today, more than half the $2.5 billion income 
i Central Iowa comes from sources other than 
friculture, but farm incomes average $14,700 
jr year. 

Your PGW Colonel has all the facts on 
"HO-TV — the one station best equipped to 
jve you a good share of Central Iowa's bustling, 
glanced economy. 

tyrce: Sales Management Survey of Buying Power, 
hy 10, 1961; SRDS, June 75, 1961; 
■ U.S.D.A. Census Reports. 




WHO-TV is pan of 
Central Broadcasting Company, 
which also owns and operates 

WHO Radio, Des Moines 
WOC and WOC-TV, Davenport 
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WHO-TV 

Channel 13 • Des Moines 

<T\ NBC Affiliate 

^^y^<5" Peters, Griffin, Woodward, Inc. 
National Representatives 
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The Pennsylvania Rifle, also known as the 
Kentucky rifle, was developed in the Mylin 
Gun Shop, Lancaster, Pennsylvania. It was 
used by early settlers and frontiersmen be- 
cause of its accuracy and dependability. 



1 



Pioneering 
in 

Pennsylvania 




WGAL-TV, a pioneer station, introduced television to a sizeable area 
of Pennsylvania. Since its inception in 1949, WGAL-TV has firmly 
maintained its pioneering principles by being constantly alert to new 
and better ways of serving viewers throughout its coverage area. 





WGAL-TV 



Lancaster, Pa. 

NBC and CBS 

STEINMAN STATION 
Clair McCollough, Pres. 



Representative: The MEEKER Company, Inc. New York • Chicago • Los Angeles • San Francisco 
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Latest tv and 
radio developments of 
the week, briefed 
for busy readers 



SPONSOR-WEEK 



CUT-INS FACE FREEZE 

3uying of local spots within network shows may slow 
aver new 'spot' vs. 'network' talent rate controversy 



Local spot buying in certain kinds 
f network programs could come to 
halt as agencies have suddenly 
lecome aware of a talent payment 
irovision in SAG contracts. 

In fact, it's understood that Y&R, 
or one, won't buy any more local 
pots in network shows until the 
natter is cleared up. 
What are affected are local spots 
n network programs. These are, for 
xample, spots in participating tv 
ihows such as Today and Jack Paar, 
ind in shows like Meet The Press 
all NBC TV), Marshall Dillon (Gun- 
moke repeats on CBS TV), plus a 
lost of daytime shows and all co- 
)p shows. 

' Also involved are locally sold spots 
n markets of shows purchased else- 
where by network sponsors. 
I In a nutshell, the problem is this-, 
agencies and clients have been buy- 
ng such announcements on the as- 
sumption that they call for "spot 
rate" talent payments. 

This assumption is now in doubt. 
Technically, commercials in network 
orograms could come under the SAG 
I'network rate" even if such an- 
nouncements are strictly local. 

The interpretation of this "fine 
orint" definition is now a matter for 
top priority, secret negotiation be- 
tween agencies, networks, and the 
Jnion. 

No decision is expected to be 
'eached for another two weeks, and 



no announcement of any decision 
is expected before perhaps mid- 
September. 

The amount of money which 
stands to be affected, impossible to 
estimate with any accuracy, is felt 
to be substantial. 

If the union agrees to a re-inter- 
pretation of present contracts so 
that such local announcements in 
network shows are actually paid for 
at "spot rate" instead of "network 
rate," then the present bottleneck 
will be smashed and the whole mat- 
ter virtually forgotten. 

But if any other reading is the re- 
sult of current negotiation, then a 
period of great trouble and expense 
for agencies and advertisers is pos- 
sible. 

One immediate question would be 
whether the agencies or advertisers 
are liable. In one case during a pre- 
vious season, one agency — which 
had already lost the beer client in- 
volved — had to make a talent settle- 
ment for local radio spots inserted 
unwittingly at spot instead of net- 
work rates in a network radio pro- 
gram. 

The present controversy in no way 
concerns "wild spots," which are 
announcements between programs. 
Only "program commercials," that is, 
announcements within shows, are 
being examined. 

The controversy appears to hinge 
(Continued on page 9, col. 1) 



NETWORK SPOTS IN 
REGIONAL RADIO? 

ABC Radio's Flair may have 
some regional programing with- 
in it this fall. 

The plan is to substitute re- 
gional personalities for the net- 
work feed on an occasional or 
regular basis, depending on 
how the stations feel about it. 

The 55 minute show is car- 
ried in brief segments daily 
each afternoon on around 290 
stations. All commercials in 
Flair are national. 



RKO Gen'l & ABC TV's 
new reps in hiring rush 

Nineteen account executives were 
hired this week by the New York 
offices of two newly formed "self- 
rep" houses. 

RKO General National Sales Divi- 
sion hired 13 "sales executives," five 
for radio and eight for television, 
and ABC TV National Station Sales 
put on six sales personnel. 

The RKO General radio people 
hired by Don Quinn are Richard J. 
Kelliher, H. W. "Bud" Simmen, Tom 
Green Jr., James H. Fuller, and Vic- 
tor E. "Buck" Forker. 

Tv executives joining the RKO 
General unit are Jerry Molfese, Gor- 
den Lawhead, Richard B. Colburn, 
Sidney P. Allen, James A. Gates, 
Mort Zimrwerman, John A. Fernan- 
dez, and James V. Marino. 

Meanwhile, going to ABC TV NSS 
are Thomas Belviso, Donald Bowen, 
Jerome McCauley, Fred Nettere, 
Thomas O'Dea, and Martin S. Pol- 
lins. 
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a statement of 

WWLP & WRLP 

SPRINGFIELD — MASS. — GREENFIELD 

(Television in Western New England) 
by William L Putnam 



GROWING PAINS 



From where we sit. it would become increas- 
ingly amusing, if it weren't so tragic, to view 
the frantic efforts of those who would oppose 
and restrict the fuller development of tele- 
vision broadcasting. These oppositions take a 
multitude of forms, but in general they all have 
the effect of seeing to it that as few as possible 
new television stations get built. 

With rare exceptions, those who are busiest 
trying to block the more complete development 
of this industry are the very ones who owe the 
most to its past growth and present status and 
are the same who proclaim their devotion to 
its potential in grandest terms. 

We can find no argument against this ex- 
pansion that has been advanced to date which 
can stand against logical analysis . . . 

We find it very difficult to understand how 
'the people' are going to suffer by the expan- 
sion of television in any of the various manners 
that are obvious. 



We find it hard to understand how adver- 
tisers, whatever their size and scope, are going 
to suffer from such an increase in television 
broadcasting. 

We find it hard to understand bow any of 
those who supply their labor, or services, or 
products, or equipment, or talent, to this in- 
dustry can suffer by the increasing of its op- 
portunities. 

We do find, however, that some broadcasters, 
unfortunately extremely influential, undeniably 
'have it made' under the present and inex- 
cusably long continued allocations policy. Such 
are the ones who might stand to lose their posi- 
tions of monopoly or near-monopoly by expan- 
sion of this industry to its obvious potentials. 
It is the more to be regretted that such other- 
wise staunch defenders of the 'American way' 
should be the victims of this case of self deceit. 

Represented nationally by HOLLINGBERY 
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COLUMBIA PICTURES' 
TV BUY IS A FIRST 

A motion picture to be released 
heatrically by Columbia Pictures 
/ill be the alternate sponsor of the 
'aily 6 p.m. Evening Report news 
irogram on ABC TV. 

It is the first time a single mo- 
ion picture will sponsor a continu- 
ing tv series on a tv network. 

Title of the feature is The Devil 
t 4 o'clock. Sponsorship begins 25 
September, and extends for one 
nonth. 

Co-sponsor of the show is E. R. 
>quibb. 

Admitted Jonas Rosenfeld Jr., 
Columbia Pictures ad v.p., "We have 
ichieved outstanding results with 
lur television campaigns in recent 
•ears, but we have not begun to fully 
itilize the medium." 

Walter Weir, chairman of Donahue 
* Coe executive committee said that 
Hollywood's first co-sponsorship of 
i tv show "brings us a long way from 
he time, not so many years ago, 
vhen Hollywood considered even a 
'0-second spot a wholly unnecessary 
>ayment of tribute to the enemy." 

In trade circles the jump of Colum- 
bia Pictures into tv sponsorship is 
egarded as highly symbolic. For it 
vas Columbia Pictures alone of all 
he majors a decade ago that got 
nto tv program and commercials 
>roduction through a subsidiary, 
>creen Gems, while other majors 
lesitated, giving it an advantage 
still seen in the tv film field. 

Just as other Hollywood producers 
ollowed Columbia Pictures into tv 
ilm production, so trade observers 
lote they may follow Columbia into 
\m as sponsors of regular shows. 



Continued from page 7, col. 2) 

)ver whether geographic use or pro- 
gram matrix determines a commer- 
cial's talent payment and repayment 
scale. 




Norman Kraeft joins 
Mutual Radio today 

Twenty-year veteran farm 
news broadcaster and program 
director Norman Kraeft has 
been appointed director of agri- 
cultural affairs for the Mutual 
Radio Network. 

Kraeft was farm director for 
WGN, Chicago, during the 
1950-1960 decade. 

At Mutual he will be a broad- 
caster as well as a program ex- 
ecutive. Starting today 1 2u 
August I he will be beard twice 
each morning in newscasts of 
the five minute type at 6 and 
6:30 a.m. and then again for 
a ten minute Farm World fea- 
ture at 6:35 a.m. 

Kraeft joins Mutual from his 
present post as consultant to 
George MeGovern. who is spe- 
cial assistant to President Ken- 
nedy and director of the L T . S. 
Food for Peace program. 



Nielsen top tens for August 

Nielsen ranks the top ten tv net- 
work shows in average audience in 
the first August report as follows: 

Gunsmoke, Have Gun, Will Travel, 
What's My Line, Candid Camera, My 
Three Sons, Price is Right, Real Mc- 
Coys, Ed Sullivan, Holiday Lodge, 
and The Untouchables. 



NBC RADIO'S THIRD 
$1 MILLION MONTH 

NBC Radio has reported its third 
consecutive $1 million four-week 
period. 

Between 20 July and 18 August it 
grossed $1,096,000, all of it in new 
business. In the previous report, for 
June-July, much of its activity was 
in renewals. 

About half of the latest amount re- 
ported comes from orders from 
Campbell (NL&B and BBDO) for vari- 
ous programs. 

Two magazines were among the 
advertisers placing new business. 
They are Reader's Digest (JWT) and 
Curtis Publications (BBDO). 

Three other advertisers placing 
new business in the period reported 
upon are Coleman (Potts-Woodbury), 
Freeman Shoe (JWT) and Tyrex (Mc- 
Cann-Erickson). 



Hough elected programs 
v.p. for CBS TV Stations 

Hal Hough has been elected vice 
president of program services for 
the CBS Television Stations Divi- 
sion. 

He had been director of program 
services for the CBS o&o's since 
1958, and was program director of 
WCBS-TV, New York, for six years 
before that. 

Hough had also been in program 




posts at WJZ- 
T V (now 
WABC-TV), 
New York, and 
W J B K and 
WJBK-TV, De- 
troit. 

In his new 
post Hough 



Hal Hough W in nave both 

domestic and international duties. 
He will advise CBS o&o's on live 
production, film buying, public af- 
fairs, and programing structure. 

He will also serve as a consultant 
to foreign broadcasters with which 
CBS has agreements. 
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Why WGN-TV bought 
Seven Arts-Volume II 



WARNER'S 

FILMS OF THE 
PUT US 
BACK INTO 
FEATURE 
FILM PROGRAMMING 



i 




says Ben Berentson, 

Station Manager, WGN-TV, Chicago, III. 



"For about two years there was such a dearth of good 
properties available to us, we stayed completely away 
from features. 

"But when we saw the successful track record of Vol. I 
telecasts around the country, and looked over the 
equally fine balance of TV attractions in Vol. II, we 
knew we had the quality we needed to put us back 
in the feature film business, profitably. 

"Advertisers seem to agree. On August 1 we were 75% 
sold on our first programmed series using 'Films of 
the 50's', slated for September . . . sold with no spe- 
cial promotion or sales effort!" 



Warner's films of the 50's.| 
Money makers of the 60's 




SEVEN ARTS 
ASSOCIATED 
CORP. 



A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS, LTD. 

Motion Pictures— "Lolita". scheduled for Fall release... 

Theatre — Tennessee Williams' "The Night of the Iguana'*— Bette Davis. 

Margaret Leighton... 

Television -Distribution of films for T.V., 20th Century Fox Films... 

Literary Properties —"Disenchanted'* by Budd Schulberg... 

Real Estate— The Riviera of the Caribbean, Grand Bahama, in construction . . 



NEW YORK: 270 Park Avenue YUkon 6-1717 

CHICAGO: 8922-D N. La Crosse, Skokie, III. ORchard 4-5105 
DALLAS: 5641 Charlestown Drive ADams 9-2855 

L.A.: 232 So. Reeves Drive GRanite 6-1564-STate 3-8276 

For list of TV stations programming Warner Bros. "Films of 
the 50's" see Third Cover SRDS (Spot TV Rates and Data) 
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3RYAN, NEWSHAM 
TO TvAR POSTS 

Robert L. Bryan has been ap- 
iointed sales manager of WJZ-TV, 
laltimore. 

Simultaneously, Robert E. New- 
ham has been named Detroit man- 
ger of TvAR. 

I Bryan was an account executive 
with George 
P. Hollingbery 
for seven 
years before 
joining TvAR 
as an account 
executive two 
years ago. 
Before en- 
Robert L. Bryan teri ng the 
roadcast field he was with the Com- 
lercial Investment Trust, Stern's 
epartment Store, and W. T. Grant, 
e is a graduate of Fordham Univ. 
' Newsham joins TvAR after two 
years as sales 
manager of 
WJZ-TV and 
two years as 
assistant 
sales manager 
of KYW-TV, 
Cleveland. 
He was pre- 
tobert E. Newsham viously sales 
oordinator for WFIL and WFIL-TV, 
hiladelphia, and a sales supervisor 
Dr Kraft Foods. 
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/lore Coca-Cola accounts 
o Interpublic, Inc. 

McCann agencies will get two 
lore Coca-Cola subsidiary accounts 
n 31 December. 

They are: Minute Maid Frozen 
.lice, going to McCann-Erickson, 
nd Snow Crop Juices, to McCann- 
larshalk. 

M-E already has Coca-Cola and 
l-M has its other flavored drinks, 
ogether with new products the two 
;iencies (Divisions of Interpublic, 
ic.) will have $5 million on various 
,oca-Cola accounts. 
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Improved research ahead for radio and tv: 

-Henry Christal reveals new way of measuring radio stations 

Radio people have been saying for some time that tv-based research habits 
are not suited to the audio medium. 

This week Henry I. Christal Company, national sales representative for 
five radio stations, revealed that it has arrived at new ways of measuring ra- 
dio, employing Alfred Politz Media Studies. 

Weekly cumulative studies of each of the five stations were designed to 
provide a new audience portrait. 

The five stations, which participated individually in studies beginning last 
January, are.- WGY, Albany-Schenectady-Troy; WBEN, Buffalo; WJR, Detroit; 
WTIC, Hartford, and WTMJ, Milwaukee. 

Three types of detailed data in the studies are, first, kinds and numbers of 
a station's listeners a week; second, listening places and times of day, and 
third, audience awareness of the quality of station programs and service. 

Data is collected for individual stations and radio in general. 

Unique features of the Politz studies are many. The station's entire cov- 
erage are, not just a limited area, is studied. 

Individuals over 15 rather than entire households are examined, to obtain 
statistical breakdowns on multiple sets and out-of-home listening. 

In addition, large samples, of 1,000 or more interviews, were used for each 
market. A new reporting method is cumulative for nine time periods of the 
day on a weekly basis. 

A combination of methods was used, personal interviews for qualitative in- 
formation, and diaries for quantitative measures. 

The resulting figures are not "ratings" — insist the participating stations — 
and to insure they will not be so considered no competitive data will be re- 
ported, a departure from usual radio practice. 

Tabulations are now being processed and printed reports for each of the 
five markets are expected to be available by September. 

-Arbitron National Overnight Report to replace Multi-City 

A new overnight tv network rating service will begin 24 September. 

On that date ARB will begin its National Overnight Report for 26 weeks. 

Audience size information will be provided for each night between 7:30- 
10 p.m. (New York time), through 24 March, 1962. Plans beyond that date are 
still incomplete. 

These new National Overnight Reports will be sent to all Arbitron sub- 
scribers on the following day. 

Reports will contain half-hour data on audience size, program title, homes, 
share, and sets for each network, as well as coverage factors for each show. 

Probability sampling will be used to collect data. In addition to electronic- 
reporting metered Arbitron homes, other homes will be telephoned by the 
coincidental method on a random sample from phone directories. 

Total sample at first will be 1000 homes per half hour. Telephone coinci- 
dental use will drop as more and more meters are installed. Eventually 1500 
meters will be used across the country. 

Arbirton uses a device within the tv set called a transponder. This is 
connected directly by wire to ARB headquarters in New York and provides 
data on electronic demand for processing via computer into rating figures. 

The introduction of national Arbitron will mean the suspension of Multi- 
City reports, which for the past three years have provided overnight ratings 
from meters in Baltimore, Chicago, Cleveland, Detroit, Philadelphia, New 
York, and Washington. 
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IN 

PORTLAND 
OREGON 



THEY EYE IT 




AND BUY IT 




ON 



KOIN tv 



KOIN-TV is Portland's resultful 
station because it reaches 7 of every 
10 homes in a rich 33 county area, 
with highest ratings (see the latest 
Nielsen) . 

R«pr«s«nt*d Nationally by 
HARRINGTON, RIGHTER & PARSONS/ INC. 
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by John E. McMilk 



I Commercial 
commentary 



The Drama on N Street 

1 doubt if the writers of tv mysteries, adven- 
tures and horse operas would recognize it as plot 
material. But to me one of the most deeply mov- 
ing personal dramas of our times is being played 
out these days in a quiet, reconstructed mansion 
at 1771 N Street, N.W., Washington, D. C. 

1771 N is the national home of the National 
Association of Broadcasters and the chief pro- 
tagonist in this absorbing problem play is the NAB's handsorr 
gifted, but strangely controversial president. Governor LeRoy Collir 

Don't be deceived by the sedate Early American furnishings 
the Governor's office. Or bv the warm, magnetic friendliness of t 
man you meet. Roy Collins is a dazzling personality. ("He has mo 
charm than any man in Washington including JFK," one NAB a 
mirer claims.) 

But behind the smile and behind the scenes there lurks a pow 
struggle which for sheer drama — character conflicts, tremendous 
sues, high stakes, deep soul-searching, clashing ambitions, and bitt 
irony — tops anything I've ever seen on tv except possibly Macbet 

The ordeal of Governor Collins is one of our great Americi 
stories and it is still packed with tension, still unresolved 




What hath NAB hought? 

Essentially, of course, the situation has its highly humorous sidj 

Last year, when the embattled broadcasters of the NAB were see 
ing a president to replace the late Hal Fellows, they were determim 
to find a "national figure," a prominent citizen with strong politic 
connections who could act as an impressive and photogenic spoke 
man for an industry badly in need of prestige. 

Well, they have got it in large measure with Roy Collins. But no 
dozens of radio/tv men are asking, "What have we bought?" 

The very qualities which made the dashing ex-governor of Floric 
seem so attractive are those which now raise the biggest suspicion 

For Collins, too, there are ironic overtones. When his good frien, 
and fellow-Democrat FCC Chairman Minow praises him publicly 
"honorably exemplifying the best in broadcasting" he may swell wi 
pride at the accolade. But he must also remember that it is practical 
the kiss of death with many of his own NAB members. 

"We'll be damned if we keep Governor Collins," some broadcas 
ers arc wailing, "but we'd be double-damned if we let him go." 

Yes, like all high drama, the production on N Street has its com 
aspects. Yet somehow 1 cannot bring myself to regard it humorousl 

What LeRoy Collins is facing is one of the greatest challeng< 
that could come to any man in America. The chance to be a pos 
tive, constructive influence in an industry of such staggering powi 
and importance as broadcasting is an awesome opportunity. 
{Please turn to page 15) 
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the 
price 

is 
right 

on 

WWJ-TV 



40-second prime time announcements will be available on WWJ-TV this fall on a 
fair and reasonable basis: 

Basic rate for both 40-second and 60-second announcements will be $900.00. 
Rate for 20-second announcements remains at $700.00. 
30-second announcements will also be available at $700.00. 

WWJ-TV management believes this new category of announcements is thus 
equitably priced, permitting use by advertisers of these expanded announcements 
for increased exposure, additional copy points, and exclusivity at rates com- 
mensurate with good advertising principles. 

Moving into the new season, WWJ-TV is pleased to be able to offer excellent 
availabilities in 40-second breaks adjacent to the fine offerings of NBC's attractive 
fall programs. 

WWJ-TV continues its long-standing policy which precludes triple-spotting. 

Detroit, Channel 4 • NBC Television Network 

WWJ-TV 




TI0NAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. • OWNED AND OPERATED BY THE DETROIT NEWS 
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FILM 

does the 
unusual... 



(THE PROBLEM: How to shaw- 
I visually and verbally — smartly 
and tastefully— fust what a new 
and different household cleanser 
con da . . . shaw haw and why 
VANiSH absaletes aid ways and 
I aid ideas ! 

THE ANSWER: A unique combina- 
tion af animation and live action 
together with precisely synchro- 
nized mottes I On film, af course! 
Far film gives you the range of 
effects to make commercials excit- 
ing . . . arresting . . . the way yau 
want them — and when! 

What's more, it's film alane that 
assures yau the convenience, 
caveroge ond penetration that 
today's total marketing requires. 

For mare information, write 
Motion Picture Film Department 
I EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 

East Coosf Division 
342 Madisan Avenue 
New York 17, N. Y. 

Midwest Division 
1 30 East Rondolph Drive 
Chicogo 1 , ill. 

West Coosf Division 
6706 Santa Monica Blvd. 
Hollywood 38, Calif. 

or W. J. German, Inc. 

Agents for the sole and distribution of 
Eastman Professional Films far motion 
pictures and television, Fort Lee, N. J., 
Chicago, III., Hollywood, Colif. 

ADVERTISER: 

Dracket Company— VANiSH 
ADVERTISING AGENCY: 

Young & Rubicam, Inc. 
PRODUCER: 

Transfilm-Caravel, Inc. 



■ 



Commercial commentary Com. from p. 12) 



But — and this is the dramatic and still unsolved question— does 
Collins have, or can he develop, the almost superhuman qualities and 
diversified abilities which will allow him to fulfill this role? 

Can he— can any one — ever manage to exercise real leadership 
within the sprawling structure and conflicting faction?- of the NAB? 

Or is he inevitably doomed to failure, to disappointment, to dis- 
illusionment, and perhaps even to bitterness? 

I have talked with him several times, have heard him speak to the 
RTFS and the lAs. and recently have been re-studying earefully 
every major address he has made since taking over as XAR presi- 
dent. For whatever they may be worth, here are my notes on the 
Collins character. 

Notes 011 the Governor 

LeRoy Collins combines, in surprising fashion, the hot zeal of a 
crusader with the relaxed ingratiating humanness of the politician. 

It's a formidable combination. But it can cause trouble when one 
or the other side of bis nature gets too far in the ascendency. 

Up to now he has tended to regard his NAB job as a Great Cru- 
sade. Most criticism of Collins has arisen because he has been neg- 
lecting his very great talent in handling people. 

The Governor's real, almost sole interest in broadcasting, is in the 
area of program improvement. He couldn't care less about such 
traditional NAB chores as playing footsie with Congress and the 
Commission. 

LeRoy Collins "thinks with his guts more than his head." This 
remark by a one-time associate is an overstatement but contains 
some elements of truth. 

His proposals for "Blue Ribbon" programs in prime time, and 
for an NAB Research Center to investigate ratings, were emotional 
reactions to disturbing situations rather than reasoned plans. 

Such projects have caused some members of the industry to re- 
gard Collins as "superficial." He is not. But he does have a great 
need to surround himself with practical experienced thinkers who 
can complement his own strong intuitive and emotional drives. 

He is a stubborn idealist. His principles and ideals are the anchor 
of his life, the rock to which he clings at all cost. 

This gives him the indisputable stamp of greatness. But it also 
at times makes him overly suspicious of persons or proposals which 
he fears might compromise his ideals. 

In the eight months since he took office as NAB president. Col- 
lins has spent a lot of time in defining for himself his own role as an 
industry leader. His early speeches were almost painfully felf con- 
scious in their use of the first person — "I think. I promise, etc." 

From here on the test of his leadership will lie in his ability to 
define for others their roles as individual broadcasters. 

If he can manage to instill in them a new vision of their per- 
sonal mission and importance, he will succeed. If the vision remains 
locked in his own handsome head, he is bound to fail. 

Will he be capable of getting outside himself and into the hearts 
of the industry? There is no way of knowing. But most thoughtful 
men I've talked to want desperately to have the Governor succeed. 

Broadcasting will be better off if the Drama on N Street conies up 
with a happy ending. And so. of course, will LeUov Collins when he 
fulfills his dream. ^ 
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PUBLIC SERVICE STA- 
TIONS . . . because the 
public interest always 
served first 



QUALITY in RADIO— 
it's a "Joe" Rahall sta- 
tion — 



WLCY- 

WKAP- 

WWNR- 

WNAR- 

WQTY- 



Tampa-St. Petersburg, 
Florida 

Allentown, 
Penna. 

Beckley, 
West Virginia 

Norristown, 
Penna. 

Jacksonville, 
Florida 



RAHALL RADIO GROUP 

Represented by ADAM YOUNG 



WSLS-TV 

Roanoke, Virginia 

• • • the 

station 
where 

leadership 

&. 

integrity 

are 

tradition ! 



NATIONAL REPRESENTATIVES 
AVERY- KNODEL, INC. 

'THERE IS NO SUBSTITUTE FOR INTEGRITY" 




49th and 
Madison 



Minow for President? 

Most observers wouldn't be too sur- 
prised to know that Minow must 
have tingling ambitions above and 
beyond the call of duty as head of a 
simple regulatory agency. He ac- 
cepted a post in the New Frontier 
that is not commensurate with any 
part of his background, but a post 
that is opulent with opportunity for 
personal exploitation. 

There is no doubt as to Minow's 
probity, but it can only behoove all 
concerned to calculate that this young 
man is getting on a bandwagon that 
will lead him to later opportunities. 
Outside of Kennedy, no one in the 
current administration has received 
the publicity inches that Minow has. 
This doesn't mean that Minow is not 
taking his job seriously, but it's sure 
that he does recognize the news value 
of general condemnation of an indus- 
try that is in competition with a 
print industry that offers little suc- 
cor to tv or radio . . . and so Minow 
has given them the chance to delve 
into our intrinsic problems with 
great glee and the FCC Chairman has 
become famous overnight. 

Whether it's intentional or not, it's 
working, and no one can really be 
surprised in a few years to hear more 
about Minow, who could be walking 
to the White House over the broad- 
casters' bones. 

Hal Davis 
v.p., gen. mgr. 
KORL 

Honolulu, Hawaii 



Plaudits for 5 -City Directory 

I am delighted to get your latest edi- 
tion of "sponsor's Time Buyer's of 
the U.S./1961" along with your "5- 
City Tv/Radio Directory." 

For a long time I have thought 
you fellows do a real service with 
these publications, and this is an ex- 
cellent opportunity to tell you that 



you do and to thank you for sendir 
me the advance copies. 

With best wishes for continue 
success. 

J. Glen Taylor 
pres., gen. mgrl 
WAVY 

Portsmouth, Va 
* * * 

I was so pleased to receive this mor 
ing a copy of your new 5-City Dire 
tory. I am sure you know from m 
past comments what a great idea I 
think this is and how useful I find i| 
I'd appreciate it if you would maj 
a mental note to include our cor. 
pany in your next one. As you ca 
see from the letterhead we should 
listed in both New York and L | 
Angeles. 

Jan Gilbert Stearns 
Miller, Mackay, 

Hoech & Harlung, ln\ 
New York City 

Denver's advertising club 

The publicity given my recent elod 
tion to the office of President of ■ 
Advertising Association of the Wa 
is most appreciated. However, I fe 
compelled to go on record with a cc 
rection of the statement in the finf 
sentence of the paragraph on me i 
the "Tv and Radio Newsmakers" l| 
July 1961. 

While it was my privilege to wor.J 
as a liaison man between the AAV. 
and AFA Boards with the suggestioi 
that those two organizations combin ( 
their separate Advertising Week ot 
servances and have one unified na 
tional Advertising Week, I can by ni 
means lay claim to originating th 
idea of an Advertising Week as such 
My function came about due to th 
situation whereby Denver has th 
only Advertising Club in the countr; 
belonging to both A AW and AFA. 

Lee Fondren 
President, AAW 
Denver 



16 



SPONSOR 



28 august 196. 



Lvoid misappropaphobia* 

(Trust Taft AND ABC to deliver the 
prgest audiences in four great markets. 

Cincinnati Columbus Birmingham Lexington 

WKRC VVTVN WBRC WKYT 
TV TV TV TV 

am am am 

fm fm fm 

Nauseating gnaw in pit of stomach from misappropriation of advertising dollars. 
'ONSOR • 28 august 1961 



Consumer Reports 
show that younger, 
larger families drink 
up 58,900,000 
bottles of soft 
drinks a day.* 



Nielsen Reports 

show that 
younger, larger 
families eat up 
ABC-TV 
programs.* 




If you're the head of the house, if you're under 40, if there 
are 5 or more in your family, these astronomical numbers 
should come as no great surprise. 

America's younger, larger, post-war families are, of 
course, the nation's biggest consumers. Of Everything. 

Every day, for a gargantuan instance, they gulp down 
47,900,000 quarts of milk. Every month they brush their 
way through 6,173,000 tubes of toothpaste.* 

Their appetite for television is equally devouring. Par- 
ticularly, as the chart shows, for ABC Television. 

Indeed, it would be odd if ABC-TV, programmed as it 
is for the younger, larger family, were not well ahead of 
Nets Y & Z in delivering this all-consuming audience. 

Slide-rule this numerical advantage against ABC's lower 
cost of reaching these big spenders and you've got the 
answer to some mighty profitable television advertising. 



NETWORK 


ABC-TV 


NET Y 


NETj; 


HOUSEHOLD HEAD, 
40 OR UNDER 


21.4 


18.8 


16.5 


FAMILIES OF 
5 OR MORE 


24.5 


20.2 


17.2 



ABC Televisioi 

*Source: Product consumption projected from "Life's Stud| 
Consumer Expenditures." 

tSource: Nielsen TV Index, Average Audience, Dec. I960 
June 21, 1961; Monday through Saturday, 7:30-11:00 P| 
Sunday, 6:30-11:00 PM. 
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Interpretation and commentary 

on most significant tv/radio 

and marketing news of the week 



SPONSOR-SCOPE 



So you toilers around the agencies think you go through a lot of motions that 
in the end add up to nothing? 

Well, make room for a growing number of rep salesmen on the tv side, who are becom- 
ing frustrated and harrassed by the panic buying they're now faced with in some agencies. 

What is meant by panic buying is this: the buyers aren't waiting for all the re- 
quested availabilities to come (at the stipulated time) but are issuing orders on spots at 
hand that look like a good CPM. 

Their explanation to the dismayed salesmen: "We just can't take a chance on the more 
preferred spots slipping away or being gobbled up by buyers on other accounts in our 
own shop." 



Tv reps for the fifth consecutive week are being kept on the hop servicing the 
agencies with fall spot availabilities and confirmations. 

The past week's harvest out of New York includes: Grove's 4- Way (Donahue & 
Coe), 19-22 weeks, starting 9 October; Mrs. Filbert's margarine (Y&R), 10 weeks, 11 Sep- 
tember; Post Cereals Top 3 pack (B&B), lead-in and lead-out minutes, kid shows; P&G's 
Downey fabric softener (Grey), 5-6 weeks, minutes; Best Foods' Knorr instant soup (DFS), 
minutes; Bristol-Myers' Excedrin pain remedy (Y&R), early and late evening minutes, 52 
weeks, 1 October. 

Out of the Midwest: General Mills' Bisquick (Knox Reeves) ; Chun King (BBDO) ; 
Chox vitamin (Wade), 26 weeks, kid adjacencies; Grove's Bromo Quinine (Gardner) ; Oval- 
tine (Tatham-Laird) ; Quaker Oats and Mother's Oats (Compton) ; International Shoe (Krup- 
nick), avail calls for spring; American Bakeries (Y&R); McLaughlin's Manor House coffee 
(Ludgin). Lever's Rinso Blue (JWT), minutes, 16 weeks, 10 September. 

P.S.: Some of Bristol-Myers' Sal Hepatica (Y&R) spot money will spill over into spot 
radio, particularly in markets where the tv CPM's turn out above the cut-off level. 



The tide's being reversed — at least in the case of Simoniz (DFS). The ac- 
count's bidding adieu to network tv and going back to where it's always been be- 
fore it changed agencies, namely, spot tv. 

The basic reason: Simoniz is changing its marketing pattern. 

Another significant switchback to spot tv from network: Mogen David Wine, out of 
Edward H. Weiss. 



Looks like the autoniotivcs are pulling up the curtains on their 1962 lines 
earlier than usual and bunching the announcement dates closer than ever. 

The new model dates are now set: 



DIVISION 

Buick 
Chevrolet 

Chrysler, all makes, including Dodge trucks 
Ford, Lincoln-Mercury (six models) 
Oldsmobile (Olds F-65), Cadillac 
Pontiac (Tempest) 
Ramblers 

Studebaker Lark, Studebaker Hawk 
Senior compacts — all lines 



UNVEILING DATE 

27 September 

First week in October 

29 September 

First week in October 

22 September 

21 September 

First week in October 

22 September, 15 October 
Between late October-early November 
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SPONSOR-SCOPE continued 



Despite the boom that spot tv is going through, there's something about t 
buying that's moderated the joy of many a rep. 

The fly in the honey is this: the schedules may be longer-termed and heavier but the 
ders' spread and depth as far as the market list is concerned seems to be under even wh 
was last year at this time. 

Accounts that last fall were using 50-75 markets are now limiting themselves to 
average of 30 markets. Some reps attribute this contraction in part, if not largely, to 
ease with which network spot carriers can be bought. 

Anheuser-Busch (D'Arcy) will be using a special spot tv and radio sched 
for its latest promotion, Buy the Big Size, scheduled for late August, Septenib 
and October. 

The aim: make up for some of the slow beer sales that prevailed during the uns 
souably cool June and early July in many sections of the country. 

Like the recent Pick-a-Pair promotion, Bud's latest twist can be tied in by the 
tailer with any other item in the store that he elects. 

NBC TV has jockeyed a couple more of its daytime strips into the bonus 
uuin: you buy four quarter-hours and you get a fifth one gratis, which is ta 
mount to a 20% savings. 

The additions: Say When and Young Doctor Malone. Previously in the bonus colu 
From These Roots, Make Room for Daddy, Jan Murray. 

The advertising field has known some strange bedfellows, but fancy this o 
BBDO, which handles the Dodge line for Chrysler, is also working for the Fo 
Motor Co. 

Here's how: as the agency for the Autolite products, which are sold by the Mot 
craft Division of the Ford Motor Co. 

Ford, it seems, bought the Autolite trade name for certain of its products fromt 
Electric Autolite Co., which, incidentally, has been a traditional Chrysler supplier. 

In the assignment from Ford, BBDO inherited the administration of the Straig 
away series which Needham, Louis & Brorby had placed for the fall on ABC TV in behi 
of the Motorcraft Division. 

Note: The Electric Autolite Co., per an announcement to the trade press last w~ 
would prefer to he referred to by its full uame and not merely Autolite, because as 
trade name Autolite belongs to Ford exclusively. 

Agency media analysts think that the big job that spot radio eau't escape, if 
is to move forward, is finding new ways of measuring the medium. 

The nub of their contention: even though tv adopted radio's techniques of measureme 
the two media no longer can he measured against the other, no more than radio is b 
ing sold like tv. 

What the analysts point to as the basic directions the new radio measureui 
techniques must take: (1) the station's reach over the space of a week; (2) the nur 
of hours a home habitually listens; (3) the over-all character of the audience, etc. 

The job, they suggest, will have to be one in which the advertisers and the agencies w ! 
participate in setting up the ground rules. It must involve the entire industry and not nier 
ly certain groups of stations periodically. 

You might he interested in the sort of tv analysis that Nielsen is getting inor 
and more orders for from advertisers. 

It has to do with evaluating the coverage and impact of a cainpaign with regard to tli 
local area. This pinpointing is separated between network and spot. 
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SPONSOR-SCOPE continued 



Through the offices of K&E, NBC TV and Lincoln-Mercury are going through 
a sort of swap. The network is relieving the automotive of half its remaining ob- 
ligation on the Alfred Hitchcock series and supplying it with enough nighttime 
minute participations to balance out the difference. 

Why L-M wanted to unload: it's got four ears to sell every week from here on out 
and it can't be done with three commercial breaks. 

The cars: Lincoln-Continental, Mercury Monterey, Comet and a newcomer that in price 
will range between the Monterey and the Comet and probably carry the name Meteor. 

Ford will also have four cars in its new line, the latest falling between the Falcon 
and the Galaxie. Ford's spending around $13 million on Wagon Train, Hazel and National 
League football ($2.9 million) and it'll likely buy another network half-hour follow- 
ing the exit of football. 

Scott Paper (JWT) is placing its daytime budget with CBS TV to the dimen- 
sions of five quarter-hours a week. 

What with Scott also supporting two and a half commercial minutes of nighttime per 
week on the same network the affordable discounts thus made the daytime buy there a natu- 
ral for the client. 

ABC TV says it's got three advertisers practically on the line for the teenage 
news strip — 4:50-5 p.m. — which debuts 2 October. 

It's offering the participations at the rate of $4,000 per commercial minute before 
discounts. 

Insertion of the news strip cuts Bandstand down to 50 minutes. 

ABC TV predicts that its daytime schedule will be 90% sold out — and that includes the 
added 1-1:30 strip — for the last 1961 quarter. 

Like the cigarette and drug-toiletries categories, food advertisers this fall will 
have more commercial minutes going for them in nighttime network tv weekly 
than ever before. 

The breakdown by company, as figured by SPONSOR-SCOPE: 

ADVERTISER NO. SHOWS NO. COMMER. MINUTES ESTIMATED EXPENDITURES 

General Foods 9 18 $650,000 

Kraft-Sealtest 3 7M> 290,000 

Kellogg 4 6 210,000 

General Mills 3 5M> 190,000 

Pillsbury 5 5 170,000 

Campbell Soup 2 4>V 2 160,000 

Ralston Purina 3 5 140,000 

Best Foods 2 3 110,000 

National Biscuit 1 iy 2 60,000 

Totals 32 56 §1,980,000 

(For cigarette, drug-toiletries compilations sec the 14 and 21 August SPONSOR-SCOPE 
pages.) 

If yon go by the strictly one-time rate card measurements that LNA/BAK uses 
to assess tv network billings, daytime has staged something of a comeback: day- 
time accounted for a third as much as nighttime hillings for the first half of 1961. 

The ratio between daytime and nighttime for the like span of 1960 was 29.7%, while 
for 1959 it was 33.1%. 

The comparisons are gross only and do not reflect what the networks actually netted 
after attrition from discounts and bonus minutes. 
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SPONSOR-SCOPE continued 



Three beers appear to be hotly contesting for the tv rights to the games 
the Mets, which is supposed to go into business next year as the National Ba 
ball League's New York franchise holder. 

The trio: Schaefer (BBDO) ; Rheingold (FC&B) , and Piel's (Y&R). Sports auth< 
ties in the trade are surprised that the team hasn't as yet set its tv plans. 

Incidentally, the ratings of the N. Y. Yankees' telecast in July were 20% over wl 
they were the year before. The trade guess is that, unless the pair meantime falter, I 
Mickey Mantle-Roger Maris home run contest should raise the margin to at least 30% 
August and maybe 40% for September. That doesn't include the potential of a hot p< 
nant race up to the wire. 

P.S.: The Dodgers vetoed Cincinnati's attempt to feed the games between them to WC 
TV, New York, on the reputed grounds of poaching on the Yankee's preserves. 

Now that a couple of the networks are selling minute participations in pi 
grams with half-hour alternate week sponsors, a nighttime recap on the vario 
types of segment sponsorship for the fall is in order. 

To start off, only 19 programs will have a single corporate sponsorship, as aga' 
25 last fall, with P&G accounting for four and General Foods, for three. 
The sponsorship segment breakdown as now set: 

SPONSORSHIP TYPE NO. SHOWS TOTAL HOURS 

Single sponsor 19 (19%) liy 2 (15%) 

Alternate week only 32 (31%) 18 (26%) 

Three or more sponsors 50 (50%) 47 (59%) 

Totals 101 (100%) (100%) 

P.S. : If you're looking for the recent years' trend in single sponsorship from the vi 

point of programing type it's overwhelmingly situation comedy. Of the 19 shows for 

fall with a single sponsor, 48% of them are of that classification. 

(See "Tv spot girds for battle," page 27, re spot carrier competition.) 

ARB last week announced its plans to do a regular national overnight Ar 
tron, starting 24 September, even though the only network it had almost defin 
ly committed was CBS TV. 

The first draft of the contract for the service was in CBS TV's possession last week, h 
according to the network, action on it won't take place for two or three weeks. 

NBC TV's decision to pass up subscribing to the overnight had much to do with t 
squeeze on its budget and a feeling that Nielsen's speedup of its 24-market count wou 
be sufficient for the network's needs. 

ABC TV declined to comment, but the general impression was that its benefit from i 
overnight would be limited because of the percentage of clearance delays. 

ARB hopes for much major advertiser and agency support after the project gt 
rolling. 

Regardless of what CBS TV or ABC TV may do, NBC TV won't be spending ai 
money on newspaper advertising promotion of its 1961-62 program schedule. 

The reason is twofold: (1) economy; (2) conviction that newspaper ads mean litt 
to the audience and that on-the-air promotion is far more effective. 

NBC TV's bundle on this type of advertising last season was well over $500,000. 

CBS TV may not know it, but NBC TV checked the result of the sizable spotlight ad cat 
paign CBS conducted after the elections last fall and found that it contributed hardly an 
thing to the ratings. 

For other news coverage in this issue: see Sponsor- Week, page 7; Sponsc 
Week Wrap-Up, page 54; Washington Week, page 59; SPONSOR Hears, page 62; Tv and R 
dia Newsmakers, page 68; and Film-Scope, page 60. 
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Beginning September 3, KTBS-TV, Shreveport, Louisiana becomes an exclusive affiliate of 
the American Broadcasting Company. KTBS-TV is proud to join the 
ALL-AMERICAN ABC family which sets the trend for programs Americans prefer. 
With this new association, KTBS delivers unduplicated network coverage in America's 68th 
TV market and the only exclusive ABC programming in its coverage area of 326,500 TV homes with 
1,504,369 people in 58. counties covering the four states of Louisiana, Texas, Oklahoma and Arkansas. 
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WHIZZING THRU OPEN WATERWAYS . . . FLASHING 
ACROSS BOUNDLESS STRETCHES OF SAW GRASS... 
PLUNGING INTO REMOTE CORNERS OF A WATERY 
WILDERNESS ABOARD HIS "SWAMP LIZZIE", HE 
BRINGS 20TH CENTURY LAW AND ORDER TO A 
LAND STILL CENTURIES YOUNG! 
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starring 



RON HAYES 

As Line Vail, Constable 
deep in The Everglades. 

Assignment: Translating the law 
into the language of the 'Glades. 
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LAW ENFORCEMENT DRAMAS IN THE SUN-WASHED TROPICS! 




NEVER A SHOW WITH SO MUCH GO! 

From Lake Okeechobee to the Florida 
Keys, from Big Cypress Swamp to the 
sparkling Gulf of Mexico . . . 5000 
square miles of tropical wilderness. 
TV's FIRST AND ONLY "LIVING LOCALE 



ZIV UNITED ARTISTS, INC. 
488 MADISON AVENUE 
NEW YORK 22, N. Y. 
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The Charlotte MARKET is 
Tops in the Southeast with 
651,300 TV Homes* 




Two-hundred thousand peanuts is 
a fair size city patch, but it's still pea- 
nuts compared to the TV Homes in the 
elephantine Charlotte Television Market. 



Don't forget! WBTV Delivers 55.3% more TV 
Homes than Charlotte Station "B"!** 



Compare # e 



Se S£ Markets! 



'Television Magazine— 1961 "ARB 1960 Coverage Study- 
Average Daily Total Homes Delivered 



Charlotte 
651,300 




Represented Nationally by Television Advertising ^Tv^R^ Representatives, Inc. 
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Katz agency uses distorted map 
to tell spot vs. carrier story 

In the stepped up fight by sta- 
tion reps to combat network 
spot carrier sales, many pro- 
motional devices are em- 
ployed. Distorted map from a 
recent Katz Agency presenta- 
tion illustrates point "Your dis- 
tribution picture may look like 
this — with 8 States providing 
50% of your sales." Prime ar- 
gument of spot sellers against 
network buys is spot flexibility 
in allowing an advertiser to 
concentrate ad funds in mar- 
kets where potential or brand 
development is greatest. 



rV SPOT GIRDS FOR BATTLE 



^ Challenge of network spot carriers stimulates new, 
nore aggressive selling of basic virtues of spot tv 

* Promotional effort of leading rep firms stepped up; 
iiaiiy new spot presentations are now being readied 



Vs network tv swings into the 
961-62 fall season with an estimated 
0% of all prime time hours devoted 
> spot carriers (compared with 25'? 
i 1960, 15% in 1959 and 11% in 
950) the forces of spot tv are p re- 
aring a niominoth counter-offensive 
hich may, in coming months, pro- 
uce some of the strongest overall 
'lling the spot medium has ever seen. 

Leading the fight are the embattled 
ation representative firms who see 
i the rise of network minute sales a 
ibstantial threat to spot revenues. 

So hitter has the fracas become 
iat a body of potent reps is currently 
>bb) ing to have the networks thrown 
ut of TvB so that the Bureau can 
ancentrate on spot and local selling, 
he proposal will be taken up at the 
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T\ B meeting in Detroit in November. 

More significant, however, are the 
intensified plans for selling the vir- 
tues of spot, now being readied in 
practically e\ery major re]) office. 

Announced this week, for example, 
is a new eight-city study of Brand 
Comparisons, prepared by Pulse for 
TvAR. a sizeable research project 
(5.633 families I which involves no 
individual station data, but provides 
graphic and powerful ammunition for 
overall spot selling. 

Pulse conducted the survey in Bos- 
ton. Baltimore. Washington. Char- 
lotte, Jacksonville. Pittsburgh. Cleve- 
land, and San Francisco. It provides 
detailed data on seven major product 
categories, beer and ale. cigarettes, 
cold remedies, gasoline, headache 



remedies, hot cereal and margarine. 

Questions were designed to ascer- 
tain first, whether a particular prod- 
uct was used by the family , and sec- 
ond, the brand most recently pur- 
chased. 

Tabulation of both types of infor- 
mation in the eight-city study shows 
strong support for the argument* ad- 
vanced by spot sellers that ""markets 
are different ° and ''all busine?s is 
local." 

Consumption of beer and ale. for 
instance, varies widelv in the eight 
cities. In Washington, 50 r c of fami- 
lies reported beer-ale purchases in 
the two weeks preceding the survey 
in Charlotte only 30'7 and in Jack- 
sonville only 37.4' < had bought beer 
or ale in this period. 

6-1,8' < of Boston men reported 
smoking as against 60.4' r in Wash- 
ington. Male preferences for filter 
over regular cigarettes showed city 
In city variations with Charlotte 
males going for filter brands In 
38.8 r ? to 28.1' r while in Pittsburgh 
the score was 23.6% for filters vs. 
38.3 for non-filters. 
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55% of Washington women re- 
ported smoking in the week preceding 
the survey vs. 42.9% in Jacksonville. 

Cold remedies had been bought by 
4-2.9' 'r of Baltimore families as 
against 30 r r in San Francisco. 

San Francisco, however showed up 
as a potent headache remedy market 
with 94 r ? of families buying as 
against Boston's 77.7%. 

The pattern of hot cereal usage 
found by Pulse was Washington 
61.3%, Boston 61.9^ Jacksonville 
62.1%, Baltimore 62.3. Pittsburgh 
65. 7T, Cleveland 66.3%. Charlotte 
67.7'"?, San Francisco 74.3% 

Even more potent reasons for ad- 
vertising and marketing men to con- 
sider cities as individual problems 
and plan tv expenditures on a market- 
by-market basis were uncovered in 
the Pulse TvAR brand breakdowns. 

Among beers and ales Budweiser 
was 2nd in Charlotte and Jackson- 
ville. 3rd in Boston and Washington, 
5th in Cleveland, 8th in Baltimore. 
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Detroit, and San Francisco, 9th in 
Pittsburgh. 

National Beer was purchased by 
48T of families in Baltimore to make 
it a runaway favorite there, but by 
only 10% in nearby Washington, 
6.3% in Charlotte and 3.9% in Jack- 
sonville. 

Schlitz ranking No. 1 in Charlotte 
and Jacksonville was 9th in Cleveland 
and San Francisco. Iron City, the 
Pittsburgh favorite, ran 15th or 16th 
in Cleveland. 

Cigarettes, though not showing 
quite as dramatic shifts, showed Win- 
ston the top filter in Baltimore, Wash- 
ington, Jacksonville, Cleveland, but 
4th behind L&M, Kent, and Salem in 
Pittsburgh. 

Among cold remedies, Dristan 
could do no better than 5th in Balti- 
more, though it was the leader in 
San Francisco, Charlotte, and Jack- 
sonville. 

Bayer Aspirin was in first place by 
a wide margin in all cities among 



headache remedies, but Broiuo Se- 
zer ranged from 5th in Cleveland 
12th place in Boston. 

Quaker Oats, a runaway hot cert 
in Washington with 73.5% of fan' 
lies reporting purchases, apparent 
has a soft spot in its marketing p 
ture in Pittsburgh where only 9.1 
of families bought, and where Pil 
bury ranked up a whopping 81.3 , 

The scrambled marketing patte 
for margarines, found by Pulse 
shown on the chart below. 

Among gasolines, the city-by-ci 
differences in brand preferences a| 
bound to induce strategy meetings 
agencies handling the big oil i 
counts. Shell, for example, a sol 
No. 1 in Jacksonville, bad to fig 
for 6th place in Boston, Baltiino 
and Washington. Gulf, No. 2 in Be 
ton and Charlotte, was 5th in Pitl 
burgh, 6th in Cleveland. 

All in all, the Pulse-TvAR sum 
seems to have turned up the kind 
information which buttresses strong 
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Margarine study, one of seven "brand comparison" reports in new 
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e traditional argument for using 
iot — its extreme niarket-by-inarket 
sxibilily which can ]>rovide sales 
■essure where it is most needed. 
Other representative firms such as 
alz which had previously developed 
■me data on the variation in brand 
jtus by markets (in its presentation 
The Sales Manager's Medium" Katz 
)inted out that GE Washers ranked 
■t in Newark. Till in Denver. Chem- 
ne Paint 1st in Washington. 11th 
Dululh etc.) report they are ready- 
L,g new and strong sales pilches, not 
erely for their own stations but for 
e medium itself. 

Many of these pilches will be di- 
eted to specific clients and will 
lrnnicr hard at the spot vs network 
io( earlier story. Typical of the 
■guments used in such presentations 
re those contained in a reeent one 
the Petry Company to Lambert & 
>asle\ and Warner-Lambert for 
islerine. 

Petry. while admitting that spot 



carriers provide "Mane advantages 
over the traditional network buvs" 
attacked on the ground that such Iv 
usage "falls far short of duplicating 
the efficiency and flexibility of Selec- 
tive Spot T\ .*' 

Among points made In Peln : 

• "Each network has its share of 
sub-par affiliate* which, for a varieU 
of reasons, fail to deliver a normal 
network share of audience. 

• "Variations in network station 
performances are compounded by dif- 
ferences in local \ iewing habits. These 
often produce wide swings in network 
program ratings market-by-market. 
Some of these low key audiences may 
be more important to you than others 
worth higher tune-ins. 

• "'Instead of uniform schedules 
with hit or miss market penetration 
hearing no direct relationship to mar- 
ket values. Selective Spot enables you 
to emploj Television selling power 
strategical!} . 

• "Selective spot provides many 



of the advantages of long-term heavv- 
u eight campaigns without their pro- 
hibitive costs. 

• "You can throw a block into the 
t\ efforts of vour competition in these 
decisive sales areas." 

The Katz Agency in its presenta- 
tions of the spot vs. spot carrier story 
-tresses "advertising to match dis- 
tribution" and uses such dev ices a« 
the "distortion map" shown on page 
27. 

In a recent pitch to an automotive 
account. Katz told group of Detroit 
executives. "As few as H stales pro- 
vide over 50' i of vour automobile 
sales. Onlv National Spot Tv permits 
you to apply Tv sales pressure in 
proportion to each market s poten- 
tial."' 

Despite these, and manv other signs 
that spot Iv's story will be told this 
fall more vigorously than ev er by an 
increasing number of firms, individu- 
al representatives are by no means 
inclined to lake the spot carrier threat 



>iarch by Pulse, is used by TvAR in telling spot's flexibility story 
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Typical spot arguments vs. spot carriers 

f^Eacli network has its share of sub-par affiliates 
which, for a variety of reasons, fail to deliver a 
normal network share of audience. 99 



Variations in network station performance are 
compounded by differences in local viewing habits. 
These often produce wide swings in network pro- 
gram ratings market-by-market. Some of these 
low key audience markets may be much more im- 
portant to you than others with higher tune-ins. 99 

Quote — from a recent Petry presentation to Listerine 



light]), or to gloss over its dangers. 

A recent, confidential letter from 
a prominent New York rep to the 
stations on his list provided a careful 
analysis of the "Reasons for the 
Growing Use of Network Carriers'" 
as well as a formidable "Arguments 
against the use of network carriers." 

Included among reasons for growth 
were : 

1. Increased reach — an advertiser 
can reach many more homes per week 
by spreading bis commercials among 
a number of programs, than with 
single or alternate week sponsorship. 

2. Reduced risk — budget is spread 
over a number of shows. If one flops 
not all eggs are in one basket. 

3. Low cost availabilities as well 
as "bargain basement selling" by net- 
works of other than top show partici- 
pations. 

4. Opportunities for seasonal or 
short term advertisers to go network. 

5. Opportunities for limited bud- 
get advertisers to go network. 

G. Minute announcements in prime 
time — which copymen want. 

7. Ease of buying — less work for 
the agency. 

According to this representative the 
chief arguments against the spot car- 
riers are: 

1. Uneven advertising pressure, 
resulting in a hit-or-miss penetration 
on a market basis. "An advertiser's 
audience is controlled not bv his dis- 



tribution or potential in a particular 
market but on such factors as num- 
ber of stations in the market, viewing 
levels, popularity of the program in 
a particular market, and competitive 
programing." 

2. Greater c-p-m's for minutes in 
prime time rather than for spot 20s 
which, in many cases, can do as good 
a copy job. 

3. The risk factor. Network buys 
cannot be improved as readily as spot 
buys. 

4. Network clearances. "Each net- 
work has blind spots." 

The strategy which this represen- 
tative plans to employ against the 
spot carriers centers heavily around 
the theme "Neticork carriers are the 
breeders of advertising inefficiency" 

One point of attack: the suspected 
weakness of network shows in reach- 
ing audiences in the top markets. A 
preliminary analysis of the audience 
for six spot carriers showed that five 
out of six reach below average audi- 
ences in the top 15 markets. 

As the spot vs. spot carrier battle 
grows in intensit) it seems probable 
that the networks themselves will 
wheel out formidable pitches to coun- 
teract the energetic efforts of the rep 
firms. 

Some industry observers are grow- 
ing concerned that the developing 
warfare will confuse overall selling 
(Please turn to page 461 



Saturday 



^ "Business is booming, 
during this time, nets repoi 

^ CBS and NBC nearly sol 
out, ABC better than 50 °/\ 



I he upcoming network tv seasc 
will see a sharp resurgence in bus! 
ness and programing in the Saturds' 
morning schedules of the three ne 
works. Network spokesmen agn 
that "business was never better'' c 
Saturday. 

Among the major reasons for tl 
"boom" in Saturday morning ne 1 
work business: 

• All three networks have d 
back their weekday children's pn 
graming. 

• Toy companies, spurred on 1 
success, such as that of Mattel lnc 
have been approaching the webs wil 
orders. 

• Man) _ more advertisers ai 
■ bringing in packages to the network 

and sponsoring them either half ( 
full time. 

Another major reason for the e 
fectiveness of Saturday morning ai 

> sales plans. At NBC, for exampl 
there has been a revamping, not on 
of the schedule, but of the sellin 
methods as well. 

After successfully initiating tr 
plan of selling quarter hours at 
flat gross package rate on the Sha 
Lewis show last fall, the network hi 
adapted the policy to all of its Sa 

, urday morning programs this seasoi 
Here's bow it works. When an a< 
vertiser buys a quarter hour at ; 

j gross package rate, e.g. S10,500 fc! 
Pip the Piper, he is entitled to threj 

i minutes in that show. He can tak 

J these three minutes all in one day, c 

I spread them over a three week pi 

I riod. 

"The plan is designed for l\i 
S smaller advertiser," explained NB 
I TV manager of daytime prograi 
I sales, Bob McFayden. "Since thei 
1 are no discounts available here, it j 

not that appealing a plan to the m; 

jor year-round advertiser,'' he sai( 
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morning no longer net tv stepchild 



It has been successful in wooing 
sniall-to-medium sized advertisers of 
children's products, as evidenced by 
the way sales have been going. 

Two shows on NBC TV, Pip the 
Piper and King Leonardo and his 
Short Subjecls were brought into the 
network by General Mills. GM, how- 
ever, sponsors only half of each, the 
remaining being made avail- 

able on the flat gross package plan. 

CBS and ABC also have shows 
brought in by advertisers. At CBS. 
Kellogg is the full sponsor of Magic 
Land of Alahazam, Nestle, for Roy 
Rogers, and Nabisco for Sky King. 
This gives the network 90 minutes 
for which it doesn't have to sell any 
dme. 

Audion Eminee, which brought in 
! Sonny Fox' On Your Mark to ABC 
TV this season (half sponsorship, 



half up for grabs) originally brought 
the show to NBC. It was reportedly 
turned down at that network because 
of Fox' contractual obligations to 
WNEW-TV, which forbid l.im to ap- 
pear on any other New York chan- 
nel. Thus the station lineup would 
have to preclude the network's flag- 
ship station. 

Although CBS' lineup starts with a 
show geared for pie-school age chil- 
dren, and works through to young 
teenage appeal shows (Roy Rogers, 
Sky King), NBC has specifically de- 
signed its schedule to graduate from 
the pre-school level up through high 
school age. 

Update and Watch Mr. Wizard, 
both with definite junior high and 
high school appeal, can be classified 
as young people's public affairs 
shows. Update is a current events 



They're raking it in for the networks on Saturday 




Among the big money makers on the networks this fall in the Saturday 
morning lineups are NBC TV's Shari Lewis I above) shown with two of her 
handpuppets; Sonny Fox (above right) coining on to ABC TV with a new 
show Magic Ranch, and the sold out old standby on CBS TV Captain Kangaroo. 
Earliest shows, such as Shari Lewis, anil Captain Kangaroo are geared to pre- 
.1 school age children. Later morning; shows such as ABC TV's Update and Watch 
Mr. W izard are aimed primarily at grade school and junior high levels 
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series, Mr. Wizard a science show. 

An interesting development takes 
place in the sponsor lineup when 
Update hits the airwaves. Lntil Up- 
date, NBC's sponsors fall in the gen- 
eral category of cereal, candy, toys. 
At 12 noon, however Helena Rubin- 
stein has bought into Update to pub- 
licize her line of teen cosmetics. 

And Watch Mr. Wizard is spon- 
sored by General Electric, on behalf 
of its science kits. 

Saturday morning sales at all three 
networks are in good shape at pres- 
ent. CBS, for example, is near ready 
to post a sold-out sign, with half of 
Video Village Junior Edition, the 
only available time spot, pre-noon 
Saturday. CBS. however, has three 
of its six Saturday morning shows 
brought in. and completely spon- 
sored by, three advertisers. Kellogg. 




Hill 



Mil mil 



A glance at the fall web Saturday a.m. lineups I 



ABC CBS NBC 


9-9:30 a.m. 




Captain 
Kangaroo 

§8,000 per % hr. 
various sponsors 
Sold Out 




9:30-10 a.m. 




Pip the Piper 

$10,500 per % 
Gen. Mills %, 
part. 
60% S. 0. 


10-10:30 a.m. 




Video Village — 
Junior Edition 

$2,500 gross + 
time per ^4. 
Eldon Toy Co. 
half still available 


Shari Lewis 

$15,000 per *4 
Sold Out 


1 0:30- 1 1 a.m. 




Mightv Mouse 

$2,600 per 1/4 hr. 

I* r\ 1 0* 0 + T /I £i •"-» 1 r P/\i' 
VyUl^cUC; lUCdl J OX . 

Am. Home 
Sold Out 


King Leonardo 

S 15.000 per % 
Gen. Mills y 2 
Y> part. Sold Out | 


1 l-l 1:30 a.m. 


On Your Mark 
^i i non full 

(iJlcJ.UVVy lull 

30-min. 
Audion Eminee 
half available 


\l - 1 1 1 ■ . 1 1 :> 1 ■ 1 1 1 . i 1 

Fici^If 1 niim Ol 

Alakazain 

Kellogg 


Fnrv 

$13,000 per l/i 
1 min. available 


1 1:30-12 noon 


A | «■ i < * i It •hi li 
»1 * ■ Vtlllt 11 

812,000 full half 
Beatrice Foods 
half available 


Koy Rogers 
Nestle 


jidKe Auum ror - 
Daddv 

$12,000 per % 
30% S. 0. 


12-12:30 p.m. 




Sky King 

Nabisco 


Update 

$10 500 ner Vi 
Helena Rubinstein r 
50% available 


12:30-1 p.m. 






Watch Mr. 
Wizard 

$9,000 per % 
Gen. Electric 



Nestle, Nabisco. 

NBC is just about three-quarters 
sold out. Still available are spots on 
Pip the Piper and Make Room for 
Daddy, one minute on Fury, and 
50'^ of Kijig Leonardo and Update. 
ABC TV is better than 50% sold out 
011 its two shows, at this point. Still 
available is about 80% of Magic 
Ranch. 

Both "old pros ' on Saturday morn- 
ing. CBS and NBC feel "business 
was never better' in this program- 
ing block. 

Why the advertiser interest? For 
one thing, when else can a client 
reach the kiddies with toys, candy, 
cereal messages? All three networks 
have their children's inventory locked 
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Have You Thought of 
Using Radio? — Part Two 

I The Client 



^ Small budget advertisers 
bring home proverbial bacon 

Low cost and flexibility 
are among radio's ace assets 



; IB >, w 1 mill! . mill.i 1 ►« 

into Saturday morning. For another, 
the "sound and sight barrier" has 
already been broken, via the success 
story of companies such as Mattel 
Inc., and tv is a safe bet for toy 
companies, one of the largest groups 
of Saturday morning advertisers. 

There are so many toy companies 
interested in Saturday morning, it 
presents certain problems to the net- 
works. For instauce, one toy partici- 
pation, precludes all others in a show* 
for a specified period of time, and 
also precludes a conflicting advertis- 
er getting certain adjacencies on 
other shows the same day. 

Among the toy companies heavy- 
ing up their network schedules this 
(Please turn to page 46) 
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hether it's a blitz or long-range 
schedule, the small budget advertiser 
plays to an all-powerful audience in 
present-day radio, a SPONSOR survey 
shows. In this article, part two on 
small budget advertisers, there is suffi- 
cient evidence that it isn't necessary 
to be a big-spending Diamond Jim 
Brady in order to bring home the 
proverbial bacon. 

The advertiser with a tight budget 
must get maximum reach for mini- 
mum dollars, according to James 
Duffy, ABC Radio national director 
of sales. Duffy said a national adver- 
tiser with a limited budget has to 
look for two things: first he must try 
for the maximum reach and secondly, 
he must be able to jack-up the inter- 
est in his own sales force. 

"How much can this advertiser buy 
on television," Duffy asked. "For 
the past five years costs have been 
leaping upwards at an increasingly 
accelerated rate. A national food ad- 
vertiser, for instance, with an annual 
budget of $52,000 could not even 
buy one one-half hour prime time 
television. Or the advertiser might 
spend his entire annual budget b} 
buying one color page in Life Maga- 
zine. For the same money, however, 
he can afford to buy one spot a week 
for 52 weeks on ABC Radio Net- 
work's Breakfast Club. In other 
words, this advertiser can buy a na- 
tional property on network radio in 
a peak audience for a minimum 
amount of dollars, have more com- 
mercial impressions, merchandise 
successfully from within, make an 
impact on the food industry in gen- 
eral, jack-up the interest of his own 
sales force by using a national sales- 
man like Don McNeill, have the cov- 
erage factor of 290 markets nation- 
ally and have just as much exposure 
as $5,000,000 worth of advertising 
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with the limited radio budget 



could bring him on television." 

Duffy cited the example of Magla 
Products Inc., an advertiser on 
Breakfast Club on a minimum 
schedule. They have now become the 
number one makers of ironing 
boards. They achieved this result, 
according to Duffy, by latching on to 
the McNeill show at a minimum cost. 
There are other advantages radio 
offers a tight-budget advertiser. First 
of all, network radio is an adult me- 
dium . . . Secondly, the television- 
show advertiser talks only to one 
group, according to Duffy. Because 
of the turnover on radio, however, 
the advertiser can get maximum 
reach and frequency. Duffy also ad- 
vanced another argument, namely 
that radio is the "last word - ' medi- 
um. He cited a recent RAB study 
which proves conclusively that the 
housewife hears the last commercial 



message before bu)ing — on radio. 

Long indeed is the list of adver- 
tisers with every si/e budget — small, 
medium or large — for whom radio is 
geared to do an effective job. But 
for the advertiser with a small or 
moderate appropriation, radio is the 
only medium capable of delivering 
real frequency of impression, even in 
major markets, according to Martin 
Beck, assistant radio sales manager, 
The Katz Agency, "The image that 
can be created through even a modest 
radio expenditure can have dramatic 
effect at the advertiser, distributor 
and retailer levels.'' Katz told SPON- 
SOR. ''Literally dozens of realistic 
smaller-budget advertiser know that 
tv's glamour is not for them; that 
sound economic principle dictates 
their use of radio as the economical, 
the resultful, medium for their 
budgets.'' 



Beck maintained that the big- 
budget advertiser is making a mis- 
take if he does not allocate more sub- 
stantial portions of his budget to ra- 
dio. "If radio works m> efheienth 
for the shrewd buyer of more limited 
means, it can, for the large adver- 
tiser offer a tonago of impressions of 
dominant proportions, provide the 
impact that is vital in the extraordi- 
nary competitive battle for the pub- 
lic's attention, and brand loyalty, to- 
day," Beck said. 

hi actualiu. a small budget adver- 
tiser can provide the ideal test of re- 
sults on a station for a national ad- 
vertising campaign, in the opinion of 
Ralph F. Glazer. sales manager of 
the New York office of CBS Radio 
Spot Sales. A small budget usually 
means a single station buy in each 
market selected for the campaign, 
according to Glazer. Glazer cited the 



WON I! 




DILLY BEAN small budget campaign over 
WQXR, N. Y. Station gave Frederic Pa pert 
(r) Papert, Koenig, Lois award for campaign. 
(I to r) Martin Bookspan, Elliott Sanger Jr., 
Walter Neiman & Elizabeth Robinson of 
WQXR salute agency for effective radio use 

PITTSBURGH PLATE GLASS used limited 
budget on CBS Radio 'Garry Moore Show' 
Russ Fernow, manager, Pittsburgh Glass ad 
and prom. (I) and Bill Firman, assistant gen- 
eral manager, CBS Radio Network Sales (r) 
shown with response card held by Moore 
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MAXIMUM REACH with tight budget is ach 
Radio's 'Breakfast Club.' With McNeill are ad. 



case of the Sicilian Government 
Tourist Bureau. The U. S. rep of this 
account's Sicilian Agency, Publispa, 
Inc. was recently faced with a per- 
plexing problem; the need to build 
tourism to Sicily with a minimum 
budget allocation. The solution? Use 
of CBS Radio Spot Sales represented 
stations in three key travel revenue- 
producing markets. New York, Chi- 
cago and Philadelphia. Working with 
the agency, CBS RSS produced a ser- 
ies of commercials selling the attri- 
butes of Sicily — these to be aired by 
station personalities over a back- 
ground of Italian music. Glazer 
said programs and adjacencies were 
selected on a qualitative basis to 
reach the right audience potential for 
Europe vacationing, not the largest 
audiences available but rather care- 
fully selected audiences. 

The sponsor purchased 89,000 
worth of spots consisting of 12 an- 
nouncements per week over a two- 
week period of WCBS, N. Y.: six an- 
nouncements per week over WBBM, 
Chicago, for two weeks, and five an- 
nouncements per week for two weeks 
over WCAU. Philadelphia. The re- 
sults were highly "gratifying" the 
agency reported. "Even the smallest 
of budgets can buy carefully selected 
facilities on stations that have the 
ability to deliver qualified prospects," 
Glazer said. Glazer also cited re- 
markable results from a $26,530 
campaign in behalf of the S wiss 
Cheese Association over six CBS Ra- 
dio stations. 

Both Max M. Friedman. Eastern 
radio sales manager of H-B Repre- 
sentatives, and Lou Faust, vice pres- 
ident of John Blair & Co., were cer- 



ieved by Magla Products on Don McNeill's ABC 
mgr. Irwin Hanapole (I) sales mgr. Jaclt Homer 

tain that modest budget advertisers 
were getting enormous results in ra- 
dio. "I can give you a long list — 
such as Kiplinger, Great American 
Insurance Co., Blondex, etc. — who 
use radio exclusively because of the 
value they receive," Friedman said. 
"True, these companies can't com- 
pete with major advertisers in budg- 



et, but they can in results, because 
they buy wisely, and they buy radio. 
There is no medium that can com- 
pare or compete with radio — news- 
papers, magazines, television, or any 
other, because radio reaches the 
greatest number of people at the low- 
est cost. But most important, radio 
gets results." 

"When your budget seems modest 
in comparison with competition," 
said Faust, "spot radio should have 
top consideration because it may well 
be the one medium in which you can 
afford enough repetition to get your 
message across." 

There are more small budget ad- 
vertisers than commonly recognized. 
Miles David, vice president of RAB, 
observed carefully. For example, 
many brands of major national or 
regional advertisers are 'small budg- 
et' advertisers, David observed, add- 
ing that they may not have the fre- 
quency to justify major expenditure 
even though they are well established 
and widely distributed. "The sales 
effectiveness of radio is something 
(Please turn to page 50) 




THE TEN 

COMMANDMENTS 
FOR A SMALL 
BUDGET RADIO 
ADVERTISER 



ADVOCATE of small budget radio ad- 
vertising is Frederick Lyons, director of 
NBC Radio Spot Sales, who gives his 
views in the form of ten commandments 



1. Don , t attempt to "buckshot" in a ll markets at once. 

2. Don't make a six month campaign out of a three month 
budget. 



3. Effective merchandising to dealers and prospects will ex- 
tend the impac t of your campaign. 



4. Buy the stations ami times which reac h your customers. 

5. Ratings alone will not guarantee s ales success. 

6. More than one station in a market will deliver more than 
one audience. 



7. Outstanding copy will make up in quality what the-budg- 
et can't bu y in_quaiitity^. 

8. Shorter anno unce ments c an stretch your dollars. 

9. Phase your campaign to conform to seasonal sales po- 
tential. 



1 0. Expand your campaign by adding markets and frequency 
when results warrant it. 
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ARE ADMEN CONFUSING WEB 
SPOT CARRIERS, SPOT TV ? 



TvB's Huntington reminds advertisers that net spot 
carriers and spot tv are not similar and interchangeable 

^ "Confusing the two can cause some advertiser mis- 
takes," the Bureau's v. p. and gen. mgr. points out 

By George Huntington 

lice president, general manager, TvH 



^There's a growing number of ad- 
vertisers and agencies who apparent- 
y do not understand the distinction 
between network and spot tv. Un- 
ess the client's marketing problems 
nave changed, or there's a new phi- 
losophy, the advertiser switches 
Ihould not be taking place. With so 
many switching between spot tv and 
network tv participation plans, you'd 
hink the two were similar and inter- 
:haugeable. I think this confusion 
:an cause some advertisers to make 
i mistake as they make the change. 
I It's easy to see where the confu- 
ion started. Once upon a time, the 
average spot user bought a series of 
'pots, the average network advertiser 
jiad his own program. At that time, 
he advertiser took the audience of 
,iis spot schedule and compared it 
rith the audience of his network pro- 
gram, computed his cost-per-thou- 
'ands and felt he knew which was 
he best buy. 

But then the networks added par- 
|icipation schedules and the adver- 
iser learned he could scatter his 
:ommercials within these programs 
ust as he had scattered them in spot 
elevision. So he took the total audi- 
nce of these network "spot carri- 
es ' and compared it with the spot 
ludience, computed efficiency, and 
ook his pick. 

This picking one form of televi- 
iion over another just on the basis of 
ludience size and cost efficiency over- 
ooks the big difference between 



these types of television. 

The original definition of spot tv 
says it well: It's market-by-market 
tv. a form that allows added weight 
in one market while another market 
gets less . . . depending upon the im- 
portance of each market to the ad- 
vertiser. Network advertising sends 
equal advertising weight to each mar- 
ket; spot advertising is unequal 
weight originating in each market. 

It does not matter how many spots 
in the total schedule, spot vs. net- 
work. It isn't just the total delivered 
audience. Just as important is where 
the audience comes from . . . how 
many from which markets. If you 
were to take the dollar importance 
of eaeh market for a specific adver- 
tiser and then compute his audienee 
for each of these markets, then and 
only then could you tell whether spot 
or network plans were most efficient. 
This arithmetic will vary advertiser- 
by-advertiser because few have the 
same dollar value for the same mar- 
kets. 

Take the case of an advertiser 
whose product's sales are influenced 
by the degree of water hardness. If 
his per capita sales arc twice as high 
in hard water areas as in soft water 
ones, some people will he worth twice 
the advertising dollars as others . . . 
his eost-per-thousand can he twice as 
high in some areas as in others. Until 
he knows where his audience came 
from, this advertiser won't know (1) 
how much his advertising should cost 



1 




"IF MORE advertisers were aware of major 
differences between spot tv and spot carriers 
I'll bet fewer would mate changes in either 
direction," says TvB's George Huntington 



and (2) which form of television is 
the more efficient in reaching his best 
customers. Water hardness or season- 
al temperatures or competive dealer 
strength, each makes a different map 
of the nation and each presents a 
different advertising problem. 

So when an advertiser compares 
spot tv with network plans, he should 
remember he's really making a choice 
between controlled advertising weight 
in each market or equal advertising 
weight in all markets. Only after he's 
aware of the dollar value of the au- 
dience each form of television can 
deliver can he reall\ take his choice. 
If more advertisers were aware of 
this major difference between spot tv 
and the so-called "spot carriers'' of 
network tv. I'll bet fewer would make 
changes in either direction . . . and 
television could get back to its busi- 
ness of attracting new business from 
the great outside world instead of 
fighting over the business we already 
have. ^ 
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TWO NEW ARB STUDIES PROBE 



^ More-thaii-routiiie look into tv audience facts is 
provided by depth research on households, individuals 

^ Children, teens, and adult males average about the 
same amount of viewing but adult women 50% higher 



pair of ARB studies taking a 
more-than-routine look into tv audi- 
ence facts provides a fascinating 
glimpse of the viewing habits of 
Americans. 

The more detailed of the two stud- 
ies delves into household and indi- 
vidual viewer characteristics during 
the week of 2-8 March 1961. The 
other analyzes audience character- 
istics by network program type dur- 
ing January 1961. 

The probability sample of some 
1,600 families in the detailed study 
is based on a universe of U. S. tv 
homes with telephones — a group to- 
taling d7.5 million families and 152.1 
million individuals. There is a wealth 



of basic data broken down by (1) 
daytime, (2) nighttime, (3) week- 
end and (4) total week and cross- 
tabulated by (1) family size, (2) age 
of head of household. (3) family in- 
come. (4) age. (5) sex. (6) house- 
wives, and (7) grocery spending. 

Here are some of the more basic 
facts in the study: 

• While large families do about 
50 ( /( more viewing than small fami- 
lies on the average, the total amount 
of viewing by small families is about 
a third more than large families. 
This seemingly contradictory state- 
ment can be explained by the fact 
that, despite all the kids around, 
there are about twice as many small 



families (1-2 persons) as large fami 
lies (5-plus persons) . 

The larger gross viewing of small 
families totals up despite the fact 
there are about 50% more individu 
als in all large families than in all 
small families, and despite the fact 
that, on the average, the large family 
(and the children thereof) does 
twice as much viewing on daytime 
weekdays than the small family, 
What tips the balance is the habit of 
families to do most of their viewing 
at night. Average nighttime viewing 
among small families is almost as 
high as among large families. (Note 
that, in all cases, the figures deal with 
telephone families.) 

• Families with younger house- 
hold heads (under 40) do more 
viewing on the average than fami- 
lies with older household heads. 
This is undoubtedly due to the fact 
that the younger household heads 
have more children at home. 

• Contrary to popular notion, 
there is no simple relationship be- 
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HOW NETWORK TV SHOWS RANK IN POPULARITY 



I 





Adventure 


Children's 


Crime/ 
Mystery 


Docu- 
mentary 


Drama 


Game/ 
Panel 


Situation 
Comedy 


Sports 


Variety 


Western 


By homes 


4 


9 




8 


6 


10 


3 


7 


5 


2 


By persons 


4 


6 




8 


9 


10 


3 


7 


5 


2 


By men 


3 


10 




7 


8 


9 


4 


6 


5 


2 


By women 


5 


10 




7 


6 


8 


3 


9 


4 


2 


By teens 


3 


6 




8 


9 


10 


4 


7 


5 


2 


By children 


4 


1 


5 


9 


10 


8 


2 


7 


6 


3 



~ Source: ARB tv national report, January 1961 = 
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VIEWING 



HOW VIEWING DIFFERS BY FAMILY 
TYPE AND AGE OF ADULTS, CHILDREN 



tween family income level and 
amount of family viewing (see 
chart). Families making; between 
34,000 and $6,999 (and who account 
for 47^ of all families in the sam- 
ple) do more than half (51.3'/f ) of 
all viewing. The over-$10.000 fami- 
lies (which account for 9 c /t of all 
.families in the sample) tally up 6.R r < 
of all viewing. 

• Children, teens and adult males 
do about the same amount of view- 
ing on the average. The adult (over 
18) woman does considerably more 
I— about 50 r /( more. The most tv- 
happy group among all the age 
"roups is the woman over 19 who ac- 
counts for a solid 30 hours a week 
oefore the electronic screen — more 
than four hours a clay. The man 
jver 49 does more viewing than the 
rounger man but less than women in 

I he younger age groups. 

The older adult not only does more 
/iewing on the average than the 
/ounger adult but predominates even 
nore on a gross viewing level since 
here are more adults in the over-49 
■ategory than in any of the other age 
•ategories measured in the ARB 
I tudy. Of all viewing done by adult 
I vomen. the portion accounted for by 
1 he over- 19 female group (32^r of 
I ill adult women) is practically 39^r. 
However, when the adult woman is 
imited to housewives, the age factor 
In viewing becomes less important. 

lere, the young (18-29) housewife 
> loes about as much viewing as the 
1 ilder housewife and both do more, 
I 'ii the average, than the housewives 
n the age span between them. 
In the area of network tv program- 
ing, the other ARB study, here are 
Lighlights: 

• There are no striking differences 
In program viewing habits among 
lien, women, teens, and children, 
fcne reason, of course, is that view- 
lig is a family affair. Some obvious 

ifferences emerge. Men like adven- 
jre and sport shows more than 
omen; women like drama more 
[pan men. Documentaries and west- 
rns rank the same in popularity 
mong men and women. Westerns 
{Please turn to page 18) 



AVERAGE HOURS OF VIEWING PER WEEK 



By family size (family viewing) 

1-2 members 3- 1 members 5-plus members Average 
(37%) (45%) (18%) (100%) 

27.2 hrs. iTi 41A 33^2 



lly age of household head (family viewing) 

Under 40 40-54 Over 5 1 Average 
(36%) (36%) (28%) (100%) 

36.6 hrs. 32^7 29i7 33.2 



By family income (family viewing) 



Under $4M S1-7M 
(23%; (47%) 


S7-10M 
(21%) 


OverSlOM 
(9%) 


Average 
(100%) 


32.0 hrs. 36.8 


32.3 


25.6 


33.2 


By age of children 


(indivii 


hud viewing) 


12 and under 




13-17 




16.3 hrs. 




17.8 




By age of men ( 


individu 


al viewing) 




18-29 30-39 
(18%) (25%) 


40-19 
(24%) 


Over 49 
(33%) 


Average 
(100%) 


15.2 hrs. 16.2 


16.9 


20.7 


17.7 


By age of i vomen 


(Individ 


nal viewing 


) 


18-29 30-39 
(20%) (24%) 


10-19 
(24%) 


Over 49 
(32%) 


Average 
(100%) 


22.0 hrs. 22.0 


22.7 


30.1 


24.8 


By age of housewife (indivi 


dual viewing) 


18-29 30-39 


10-49 


Over 49 


Average 


26.6 hrs. 22.5 


21.8 


26.0 


23.6 



Sourc-o: AKIi tv national report. March 1361 



M STRIKING difference in the amount of weekly viewing hours among women com- 
B pared to men and children is shown here. Children average around 17 hours, men 
§ nearly 18 but adult women spend nearly 25 hours weekly in front of tv set. Note 
g women over 49 view 30 hours 
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MERCURY DEALER! 
ACCELERATE RADIO DRIVES 



^ Success of Southern Calif, dealer group's heavy spot 
push sends other area dealers off in the same direction 

^ Dealers credited with over half the business joined 
latest drive; radio's budget share doubles in two years 



M\ spot radio campaign, construct- 
ed for Lincoln-Mercury dealers of 
Southern California by Kenyon & 
Eckhardt for the '59-60 selling sea- 
son, and continued with variations 
ever since, has turned out to he the 
prototype for a growing number of 
L-M dealer groups across the nation. 

Consequently, radio's share of the 
dealers' aggregate advertising budg- 
et has doubled within the past two 
years, reaching new spending heights. 

What's the formula which had the 
Southern California dealers, and now 
their brethren elsewhere, asking for 
more? 

"Frequency is the essence of the 
campaign.'' states K&E media group 
head Bren Baldwin. "The program- 
ers of radio have set it up as a back- 
ground/reminder medium and we use 
it that way, blending right in with 
the medium. With radio formats 
what they are, you can't expect au- 
diences to be breathlessly awaiting 
your message. We take advantage of 
radio's reminder quality, and talk to 
the audience all day and night — 
(half the time they probably don't 
realize they're hearing us), until we 
get our message across. 

"At the outset we determined we 
would dominate whatever medium we 
selected. We chose radio because of 
its omnipresence — it's all over the 
house and in automohiles. In Cali- 
fornia, radio home audiences are as 
high as anywhere, and there's the 
extra audience dividend of a society 
almost entirely dependant on auto- 
mobiles for transportation." 
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The initial campaign encompassed 
about 25 stations mostly in Southern 
California but including some expo- 
sure in Las Vegas and Phoenix. For 
the first six weeks the area was 
hlanketed with 2,400 spots per week, 
450 via Los Angeles stations. About 
half this spot weight was employed 
during the next five weeks. Nearly 
all of the area dealers association ad 
dollars were invested in the radio 
burst, unusual for this type of ac- 



count since long dealer lists of tei| 
are in the copy, a factor favorinj 
print's inclusion. 

It's central theme — another tene 
to come out of the California project 
is the usefulness of a unifying themi' 
— was "PDQ." The jingle urgecL 
listeners to see the new Mercury 
"PDQ. pretty darn quick." PDQ 
also was given the meaning, "price! 
deal, quality." 

Results? These dealer associations 
meet quarterly, Baldwin relates, anc 
when an advertising program fails t( 
move cars off the floor rapidly enougl 
to suit the dealers, they give vent tc' 
their dissatisfaction with much gustc 
at the ensuing meeting, and that's al 
for the campaign in question. In this) 
case, the Southern California dealenj 
asked for more radio support th( t 



STRATEGISTS on the go in Kenyon & Eclchardt corridor include (I to r), Lou Kennedy 
media supervisor; Bren Baldwin, media group head, and Ray Fertalcos, assistant buyei 






MEDIA MAN OUTLINES TACTICS 
USED BY AUTO DEALER GROUPS 

"Don't expect radio audiences to be breathlessly 
awaiting your message," cautions K&E media 
group head Bren Baldwin. ''The programers of 
radio have set it up as a background medium, so 
frequency is the key. We blend in with radio's 
background/reminder quality, and talk to the au- 
dience all day and night (half the time they prob- 
ably don't realize they're hearing us), until we get 
our message across. For the Southern Calif. Lin- 
coln-Mercury dealers we had the all too rare op- 
portunity to apply this strategy totally, and the 
dealers, ivho are our severest critics, voiced their 
approval of the results by requesting another radio 
campaign." From this beginning, spot radio strat- 
egy has spread to L-M dealers responsible for over 
half the business of their Ford Motor Co. segment. 



i 

ollowing spring and summer, 
i And word of the Southern Cali- 
fornia experience spread among Lin- 
|oln-Mercury-Comet dealers across 
he nation. In response to their 
heightened enthusiasm for radio, 
v&E developed a "61 campaign which 
as embraced by dealer associations 
esponsible for better than half of 
lis Ford Div.'s total business. It 
ras given the central theme of "The 
jig Drive," with copy to the effect 
lat "The big drive is on at your 
i Iercury-Comet dealers. . . ." 
Campaign lengths varied from re- 
ion to region, with the New York 
rea's four-month stint the longest. 
Jut from this past February to July, 
adio drives were on. In New York 
' got underway in mid-February, 
"ith about 60 days of radio conteni- 
lated. So encouraging were the 
ales, however, that it was held over 
nother 60 days. As the campaign 
rogressed, new copy, along success 
ton lines, was inserted. It stated at 
ne point for instance, that sales in 
^ie New York area were up 72 r 4 
ver the previous month. While it 
'as to be expected that March sales 
ould be greater than Februarys, 
Jiat increase is considered outstand- 
ng. Baldwin sees the New York re- 
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suits as especially significant since, 
according to him. New York is not 
thought of an outstanding radio area. 

Additional noteworthy inonth-to- 
nionth sales hikes that took place dur- 
ing "The Big Drive," and were passed 
on to the radio audience: Boston, dis- 
trict, up 58 f < ; St. Louis district, up 
38%, the lowest figure recorded 
among districts participating in the 
Big Drive, and yet considered a ver\ 
sizeable increase. 

Frequency for ''The Big Drive" 
reached 75-100 spots per week in 
roughly 15 major markets, while 20 
was minimum for small communities. 
While this is on a lesser scale than 
the initial Southern California blitz, 
the spots were concentrated in week- 
day traffic time and weekends, there- 
by building frequency in terms of the 
more limited time period. 

Speaking of week-ends, it is Bald- 
win's observation that mam under- 
rate the iii-car plus that radio offers. 
Depending on the market and the 
time of year, he has found that week- 
end radio audiences are inflated from 
25 to 40% thanks to in-car listening. 

While a varietv of spot lengths 
carry the L-M dealers' message, most 
prominent is the minute, with 50 
seconds of electrical transcription. 



and 10 set aside for local!) inserted 
tag, usually for dealer listings. The 
e.t. portion is divided between jingle 
and spoken copy. The jingle is us- 
ually the same for dealers across 
the country, but spoken copy often 
must be tailored separately from dis- 
trict to district, and at times from 
market to market. To maintain a 
freshness while continuing with the 
same jingle tune and copy theme, the 
musical tempo is varied. 

In looking back over that initial, 
west coast campaign. Baldwin points 
out that whatever medium \ou work 
with in Southern California, where 
the mode of living is different, vou 
have problems. For instance, the 
newspapers" combined circulation in 
Los Angeles amounts to less than 
three-quarters of the population, with- 
out even considering duplication: 
whereas in other area newspapers 
often hit 90^ or better, according to 
Baldwin. And he cites net tv ratings 
as another example of atypical be- 
havior on the West Coast. 

As for radio, Baldwin finds that 
terrain presents a big problem in 
Southern California. Mountains plav 
havoc with stations' signals, so an 
experienced hand is needed to buv 
complete radio coverage. ^ 
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SPONSOR ASKS: 



DO YOU FORESEE ANY NEW BUYING I 

PATTERNS FOR SPOT TV 



Those replying to this week's 
question are: 

• Adam Young, The Adam 
Young Companies. New York 

• Jack Denninger, Blair-TV, 
New York 

• Edward W. Lier, Avery- 
Knoclel Inc.. New York 



Adam Young, president, The Adam 
Young Companies, Xew York 

By and large, it looks like a good 
national spot tv year for the major 
and top secondary markets, and a not 
quite so optimistic outlook for the 
smaller markets. 

Spot activity will significantly in- 
crease in the top 25 markets, and to 
an appreciable extent in markets 2G 
through 50. The lesser markets will 
not share in the bonanza, principally 
because of the fact there are so many 
more minute carriers on all three 
networks. 

However, this picture has its light- 
er side for small market television. 
Forced to turn to other sources of 
revenue, these stations began to de- 
velop lucrative regional business. 

Activity will 
significantly in- 
crease in top 
25, and appre- 
ciably in 26 
through 50 

Many of these accounts upon which 
stations began to concentrate had re- 
gional distribution or private labels 
in certain areas. Via the use of tv, 
the) expanded their marketing area 
and increased sales. We think this 
one of the important areas in which 
smaller market stations must apply 
themselves to replace dollars taken 
away by network carriers. 

Another salient trend is that each 
year seems to see earlier fall buying 
than the preceding year. This sum- 
mer everybody seems to have been 




out buying a couple of weeks earlier 
than a year ago. which was a couple 
of weeks earlier than the year be- 
fore. This phenomenon is apparent- 
ly connected with the tightening of 
availabilities; as good avails get 
scarcer, advance buying increases. 

A phenomenon of this fall's buy- 
ing season, which hopefully will be 
a portent for the coming year, is the 
tremendous coffee activity. Coffee 
accounts have gone wild! In a pe- 
riod of less than two weeks, the fol- 
lowing accounts broke: Folgers; 
Hills Brothers: Instant Maxwell 
House; regular Maxwell House; 
Chock Full 0' Nuts which is ex- 
tending distribution from New York 
to midwest and England ; Chase & 
Sanborn; Nescafe; and new Carna- 
tion Coffee Mate, to be distributed 
in southeast portion of the country. 
All these accounts erupted within ten 
days, and all expect Chase & San- 
born wanted prime time I.D.'s and 
20's. (C&S prefers minutes, which 
generally takes them into fringe 
areas.) Naturally, because so many 
competing accounts wanted virtually 
the same thing, avails were tight. 
But most requests were accommo- 
dated, mainly because of expanded 
breaks in prime time on network sta- 
tions. However, this hasn"t frozen out 
I.D. advertisers either; they general- 
ly have been able to find what they 
wanted. 

Another industry which should 
affect long range benefits to spot tv 
is the cosmetic companies, which al- 
ready are the second largest adver- 
tisers in the spot medium. The old 
standbys — Ilelene Curtis, Avon and 
Revlon — are changing their market- 
ing or advertising techniques. Curtis 
is starting to sell door to door; Avon 
is selling in grocery stores unusually 
packaged products; Revlon is pro- 
moting a "matte" look. You can bet 
that all of these innovations will re- 
sult in the spending of additional 
dollars in spot television. Meanwhile, 



new companies are attempting , 
storm the bastions heretofore reservil 
for the entrenched companies. In t/i 
hair coloring field alone, at least !■ 
companies have moved in within til 
last two years. But the vortex of tP 
struggle are the attempts of til 
leaders to move into each othei 
bailiwicks. And top cosmetics make, 
are sharply increasing new produ 
lines. 

So far, there has been no demarH 
for 30's or 40's. We think that aft« 
creative people at agencies develcl 
copy and production for these spot 
demand for these new length ai 
nouncements will rise proportionat ' 
ly. These new spots will become I 
factor not sooner than after the fir.Bi 
of the year, in our judgment. Al? 
by that time, the law of supply an 
demand will go into effect to put 
realistic price on the 30's and 40'! 
Most stations have priced 30's on< 
and-a-half times the 20-second rate! 
and 40's double. 

The rapid recovery from the recer ' 
recession — which amazed even poll) 
anna forecasters — can have only onl 
effect on spot. Rising costs or no; 
we may be entering the best era t 
date. 

Jack Denninger, vice president, Blai 
TV, New York 

There are at least three distinct d< 
velopments which are shaping ne\ 
buying patterns for spot televisioi 



Because of 30's 
40's, more sta- 
tions will adop 
pre-emptible 
rate card 
feature 




this year. We believe all of them t< 
be healthy. 

(Please turn to page 52) 
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Why is approximately 80% of the 
local TV money in the Des Moines 
market invested on KRHT-TV? 




The quality of our quantity of audience is 
apparent to local advertisers who live here and 
who must prosper here. Their cash register 
must ring — they have no alibis! Their cash 
register is their copy tester! 

The believahility of the exclusive KRNT-TV 
personalities (we have more than all other 
stations) is shown by the cash register and by the 
Central Surveys. 

Month after month, year after vear. 
KRNT-TV ratings are high. Highest 
Newscast ratings in the nation! Highest 
sportscast ratings! Highest local personality 
ratings! 

If you want to find out more about this 
unusual station, we suggest you check any 
business man in your line of work in Des 
Moines. Ask him about KRNT-TV. You, too. 
can get outstanding results by advertising 
on . . . 

KRNT ch. 8 TELEVISION 

DES MOINES, IOWA 

An Operation of Cowles Magazines and Broadcasting. Inc. 
. . . and represented by The Katz Agency, Inc. 
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28 AUG. - 24 SEPT. NIGHTTIM 



j 



6:00 



6:30 



7:00 



7:30 



8:00 



8:30 



9:00 



9:30 



10:00 



10;30 



SUNDAY 

ABC CBS NBC 



MONDAY 

ABC CBS NBC 



TUESDAY 

ABC CBS NBC 



No net service 



I Love Lucy 

P. Lorlllard 
various sponsors 
(L&N) 



Meet The Pres 

co-op 
IL $«,50 



ABC News 

sust. 



No net service 



No net service 



ABC News 
sust. 



No net service 



ABC 



No net servic 



Walt Disney 
Presents 

(6:30-7:30) 
A-F $94.0i 



Twentieth 
Century 
Prudential 
(B-McC) 
D-F $35,00< 



No net service 



No net Servic 



No net service 



D. Edwards 
News 

Amer Home 
(Bates) 
N-L $9,500t1 



Huntley- 
Brinkley Rep. 
Texact, lOvvi 
R. J. Reynolds 
(Esty) 
N-L $8,500t 



No net service 



D. Edwards 

News 
Am. Home 
alt Goodyear 
(Batea) 
N-L $9,5O0t' 



Huntley- 
Brinkley Rep. 
N-L is, soot 



Maytag 
(Burnett) 
Canada Dry 

Melrecal 
(K&E) 
Slmonlz (DFS) 



Lassit 

Campbell Soup 

(BBDO) 
»F $37,00( 



Bullwinkle 

Gen. Mills 
(D-F-S) 
Ideal Toy (Grey 
$36,00 



No net service 



No net service 



No net service 



D, Edwards 

News 
Amer Home 
I repeat feed) 



Huntley- 
Brinkley Rep, 
Texaco 
(repeat feed) 



Focus on 
America 



D. Edwards 

News 
Am. Home 

alt Goodyear 

(reneat fftert) 



Huntley- 
Brinkley Rep 
Texaco 
(ranaat faarii 



Maverick 

(7:30-8:30) 
Kaiser Co (T&R 
Noxzems (SSCB 
W-F $82,00 l 



Dennis The 
Menace 
K llogg(Burnett 
Best Foods 
(GB&B) 
Sa-F $3«.00( 



Walt Disney' 
Wonderful 
World of Colo 

Kodak (JWT) 
RCA (JWT) 
$98,00 



Cheyenne 

(7 30-8:30) 
Ed Dalton 
(N&B) 
W-F I87,(KX 



To Tell The 
Trutht 

Am.Home (Bates 
R.I. Reynolds 
(Esty) 
ScF tl8.00( 



No net service 



Bugs Bunny 

G. Fdi. (B&B) 



No net service 



Laramie 

(7:30-8:30) 
R. J. Reynolds 
(Bsty) 
Beech-Nut 
(Y&R) 
W-F {85.00 



Maverick 
R.J. Reynolds 
(Esty) 

Armour (FC&B 



Ed Sullivan 
(8-9) 
Collate (Bates) 
alt Kodak (JWT) 
V-L $85,80( 



Walt Disney's 
Wonderful 
World of Colo 



Cheyenne 
P&G (B&B) 
Amer. Tobacco 
(BBDO) 



Pete and Clady: 
Goodyear (Y&Bi 
Carnation 
(BWRR) 
Sc-F $37,001 



National Velve 

Gen. Mills 
(BBDO) 
Bulova (SSC&B 



The Rifleman 
r&Q (B&BI 
W-F $38,000 



Father Knows 

Best 
Scott (JWT) 
Van Camp 
(EWRR) 
Warner Lamber 
ScF $34,O0( 



Laramie 



Lawman 
R. J. Reynolds 
(Esty) 
Whitehall 
(Bates) 
W-F $41,00 



Ed Sullivan 



Car 54, 
Where Are Yo 

P&G (Burnett) 
$16.00 



Surfside 6 
(8 30-9 30) 
Bra & Wmsn 

Pontlae 
(MscMJ4A) 
JftJ (TAB) 
Whthall (Bates) 
A-F $87,801 



Bringing Up 
Buddy 

Soott (JWT) 
Se-F $35,00( 



Price Is Right 

V, Lorlllard 

(L&N) 
Amer. Home 
Products 
(Bates) $22,500 



Wyatt Earp 
Oen Mills (DFS) 
alt PAG 

(Compton) 
W-F $40,000 



Dobie Cillis 
Plllsbury 

(Burnett) 
alt 

Pblllp Morris 
(Burnett) 
Ss-F $37, (HH 



Alfred 
Hitchcock 
Ford (JWT) 
Revlon (Grey) 
Mj-F $85.00 



The Rebel 
P4G (T4B) 
L4M (D.F.S.) 
W-F $42,50 



C. E. Theatre 
Gen Eleetrls 

(BBDO) 
Or F $51.0fH 



Bonanza 

Chevrolet (C-E 
$88,00 



Surfside 6 
Whitehall 
(Bates) 



Spike Jones 
Show 

Gen. Fds. (B&B 
Sc-F $27,000 



Whispering 
Smith 
Warner Lamber 

Lehn & Fink 
(SMM&B) 
Polaroid (DDB) 
Ponds (NCK) 
Schick 
$26 M)( 



Stagecoach 
West (9-10) 
B & w (Esty) 
Miles (Wade) 
Colgate (Bates) 
Corn Prod 
Metrecal 
W-F $S7.000 



Comedy 
Spotlight 
Quaker Oats 

(JWT) 
P4G (Burnett) 
ScF $38,00( 



Thriller (9-10) 
All State (Bur- 
nett) ; Glenbrook 
(DFS); Am. 
H. Curtis 
(K4E) 
Colgate (Bates) 



Asphalt jungU 

(9:30-10:30) 
Slmonlze 
Beecham (K&E 
A-F $84,001 



Holiday Lodge 
Lever (SSC&B) 
State Farm 
(NL&B) 
AN-F $8-9.000 



Bonanza 



Adv. In Paradise 

(9:30-10:30) 
Nozzema(SSC4B 
DuPont (BBDO) 
Lever (BBDO) 
A-F $92,900 



Ann Sothern 
Show 

Ben. Fds. (B4Bi 
Sc-F $24,000 



Concentration 
P. Lorlllard 

(L&N) 



- Stagecoach 
West 
Balaton (Gardner) 



Playhouse 90 

(9:30-11) 
S. C. Johnson 
P&O (B&B) 
P. Lorll. (L&N) 
Bristol-Myers 
(T&B) 
Star-Klst (Bur) 



Thriller 
B-Nut Life 
Savers (T&R) 
Tobacco (SSCB) 
((My-F $85,O0( 



Carter (Bates) 
Ccrn Pro (L&N 
American Chlel 

Metrecal (S&E: 
I T nlon Car (Esty) 
Am. To. (SSCB 



Candid Camera 

Lever (JWT) 
Bristol-Myers 
(T&R) 
AuP-L $34,000 



Dupont Show 
of the Week 

Dupont (BBDO) 
$75,000 



Adv. In Paradise 
L&M (McO-E) 
J. B. Williams 

(Parkson) 
Whltehsll, Am. 
Chide (Bates) 



CI nn Miller 
Time 
Lorlllard (L&N) 
O. Fds (T&R) 
Mu $9,000 



Thriller 

Amer. Tobacco 

(SSC&B) 
Sterling (DFS) 
Corning (Ayer) 
Latex (Bates) 
Plllsbury 
(CMlthun) 



Alcoa Presents 

Aleoa (FSB) 
DtP $38,000 



Playhouse 90 
$10,0O0tt 



Cains 100 
Lorlllard (L&N) 
Sunbeam 
(FCC&B) 
Latez (Bates) 
Block (Grey) 



Naked rr : 

UM 
Chicle *•» 
My-F 



Editor's 
Choice 



What's My Line 

Kellogg 
All-State 
(Burnett) 
Q-L $32,000 



Dupont Show 
of the Week 



Peter Cunn 
Bristol Myers 
(DCSS). R. J. 
Reynolds (Esty) 
My-F $39,000 



Brenner 

P&G (B&B) 



Colgate (Bates) 
Union Carbide 

(Esty) 
Bloc* (Grey) 
Max Factor 
(K&E) 

$85,000 



No net service 



Playhouse 90 



Beechnut) 
(Y&R) 

$i.noo 



Z. Speclali. 

The only regularly scheduled programa not listed are: Jack Paar, NBC 
TV, 11:15 p.m.-l a.m.. Monday Friday, participating sponsorship; Sun- 
day Xevs Special. CBS TV, Sunday, 11-11:15 p.m. Specials for this 
period are: NBC TV: Purex (Weiss): 8/29, Change of Life, 1011 p.m.; 
9/25 Marirart-t Bourke White Story, 1011 p.m.; 9/12 Will Rogers Storv, 
910 p.m. 9/19 NBC White Paper, Angola: Journey to War, 9/12 9 10 



p.m. CBS TV: Miss America Beauty Pageant, 9/9, 9:3012 p.m., PhilcoJ 
Pepsi Cola (BBDO), General Motors (D. P. Brother), Toni (North) 1 
$125,000. Alan King Show, 9/18, 1010:30 p.m., General Foods (B&B), 
$150,000. ABC TV: Connie Francis Show, 9/13, 9 10:00 p.m., Beechami 
(K&E), $225,000. Bell & Howell Closeup, 9/19, 10-11:00 p.m., $25,000. 
Ernie Kovac show, 9/21, 1011:00 p.m., Consolidated Cigar (EWRR), 
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OMPARAGRAPH 



[INESDAY 

NBC 


THURSDAY 

ABC CBS NBC 


FRIDAY 

ABC CBS NBC 


SATURDAY 

ABC CBS NBC 


i 

•Service 


No net service 


ABC News 

suat 


No net service 


No net service 


ABC News 

sust 


No net service 


No net service 


No net servic 


No net servic 


No net servici 






lards 

|,'s 

■ Batel) 
u Sates) 

).500f 




No net servict 


D. Edwards 

News 
Philip Morris 
alt Goodyear 
(Burnelt) 
N-L $9.50(1" 




No net servic 


D. Edwards 

News 
Parliament 
- (RAB) 
alt Amer. Home 

(Bateal 
V-L $9.500t< 




No net servic 


• No net servic 


i No net servic 


Hun t ley - 
Brinkley Rep. 
Teiaco (CAW ) 
N-L i«..500t 


Huntley- 
Brinkley Rep. 
Texaco (CAW1 

si. ee.5oot< 


Huntley* 
Brinkley Rep. 

Teiaco tCftVl i 
N-L $6.500t' 


Eiervic* 




No net servict 


No net service 




No net servic 


No net service 


No net service 


No net servic 


No net servic 


No net servic 


urds 
Is 

* one 
'ter 
Teed) 


D. Edwards 
News 

I'hllip Morris 
all Goodyear 
(repeat feed) 


D. Edwards 
: News 
Parliament 
all Amer. Dome 
'repeat feed) 


Huntley- 
Brinkley Rep. 

Teiaco 
(repeat teed) 


Huntley- 
Brinkley Rep. 
Texaco 
(repeat feed) 


Huntley- 
Brinkley Rep. 
Texaco 
trepeal feed) 


Run 

C:30) 
n(LAN, 
shiner 
9 n 

187.001 

I 

J 


Wagon Train 

(7-30-8:30) 
Merlon (Qrej) 
W-P $88.00' 


Cuestward Hoi 

Simon bs (DFS) 
Maytag 
(Burnelt) 
Ralslon (GBAB, 
Mllea (Wade) 
Lanolin Plus 
Bc-F (38.001 


Suummer 
Sports 
Spectacular 
Bristol-Myers 

(DCSAS) 
Schlitz (JWT) 
$13.00( 


The Outlaws 
BAW. Plllabur 

(C-Mlthun) ; 
W-F (88.00 


Matty's Funda 
Funnies 
Mattel 
(Carson Roberts 
Sc-F (10.00 


Rawhidt 

Van Camp 
' (KWRAR) 
Draeket H"*R) 
P. Morris (BARi 
, B Myers (Y&Ri 
Colirste (LAX) 
W-F $80,001 


International 
Showtime 

7-U|) (JWT) 
Sanrtura (lUVfl 


The Roaring 20' 

Armour (FC&B 
Metrecal (KAKl 
Broun A 
Williamson 
Lanollo Plus 


Perry Mason 

(7:30-8:30) 
Colgate tBalett) 
Parliament 

(BABl 
My- F $1)1.00 


Bonanza 

(7:3 0-8:80) 
PAG (BAB 
W-F $78.00. 

1 


1 

t Run 
- 


Wagon Train 
K J. Re;noldi 
(Eity) 
Nat l Blie. 

(M»-E) 
Ford (JWT) 


Donna Reed 
Campbell 
(BBDO) 
alt 

Johnson A J 
(Y&R) 
Sc-F MO.OOJ 


Summer 
Sports 
Spectacular 


The Outlaws 
B-NutLlfe Saver 
(Y&R) ;War-L«n 
(LAF) ; Collate 
(Bates) 


Harrigan 0 So 
R ynolda (Frank 
CC-F $39.00 


1 Rawhide 
t Nabisco (Mc-E) 


Bulavo (SSC.tlt) 
Warner-La rnbei 
(OLA F) 
ltmiiniit 
(YAH) 


The Roaring 
20's 
Miles 

Norelco. 
-Maytag 
(Burnett) 
Slmoniz (l)FSj 


Perry Mason 
Sterllot (DFS) 
Dracket (Y&R) 
Muores (B&B) 


Bonanza 
segs open 
4m. Tob. (BBDO 


fcnan 
f^AB] 
,latei! 

139.00' 


Joey Bishop 

NAG (BAB) 
Amer. Tobacco 
$48,O0( 


The Real 
McCoys 
P&O (Conptoa) 

On u» *41 fl/U 

Bc-i* asi.mn 


Frontier Justice 

8. C. Johnson 
(B&B) P. Lorll- 

lard (LAN) 
W-F $15,000 


Bat Masterson 

(9/29 S) 
Sealtest (Ayer) 
tv v tic rt/i 


Flintstones 
Miles (Wadel 
alt 

R. J. Remolds 
(Eaty) 
CC-F $44.00 


Route 66 
(8:30-9:30) 
Chevrolet (C-E) 
Sterllne (DFSI 
Philip Morris 
(Burnett) 
' A-F $85.00( 


5 Star Jubilee 

St 5/12 
Massey-Ferdu- 
SOD (IM-A:1>) 


Leave it lo 
Beaver 
Ralston (Gardner 

GBAB) 
Colgate (Bates 
Miles (Wade) 
8c- F $30.00> 


Checkmate 
18:30-9:301 
Brn. A Wmso. 

(Batea) 
alt. K. Clara; 
(F.C&B) 
My-F $80,00 


Tall Man 

B. J. Beynolds 
(Esly) 

Block Grey) 

B. Nul (Y&R 


H 

aBAB) 

V 


Kraft 
Mystery 
Theatre 
Kraft (JWT) 

S18.00( 


My Three Son! 
Chevrolet (C-El 
Bc-F $49.50( 


Cunslinger 
9-10 p.m. 
Block Drug 

(Grey) 
Brlstol-Myert 
(DCSAS) 
W-F (87,000 


Bachelor Fathei 
Whitehall 
(Bates) 
alt Am Ton 
(Qumblnnerl 
Sc-F C38.0<K 


77 Sunset Strii 
(9-18) 
Am. Chicle 
(Bates) 
My-F $85.00 


Route 66 


Lawless Years 

(5/12 8) 
alt B-Culver 

(Comp.) 
Br A Wmson 
(KX1J1 

$8,001 


Lawrence Wclk 

m 10) 
J. B. Williams 
(Parkson) 
Mu-L $45,00 


St S/1G 
The Defender: 
Brovin & Wins 

(Bates) 
Klmberly Clark 

Lever (UBAM) 
S102.00 


Lanolin Plus 
(IlACI 

rhciiiFtrand 
UIHA.I1) 

1'. CarlHile 
1 (Kalj-I 


t • 

H3 

aVIetj) 

1 ren 
W) 
n.ooo 


Kraft 
Mystery 
Theatre 


Untouchables 

(9:30-10:30) 
Armour (FOB) 
L&M (Me-E) 
Schick (Compton) 

Ritchie 
iij-r sso.ooo 


Cunslinger 


Great Chost 
Talcs 

St 7/6 
Ford (JWT) 
My (12.001 


77 Sunset Stri 
R. J. Reynolds 
(Esty) 
Whitehall 

(Bates) 
Brylcreem 
(K&E) 


Adventure 
Theatre 

Bristol Myers 
(DCSAS) 


Westinghouse 
Playhouse 

Westinghouse 

(McC-E) 
D-F $12,000 


Lawrence Welk 


Have Cun Wil 

Tiavel 
Whall (Bales) 
all Lever tJtn 
W-F $4il.rto 


Lemming i Kstyl 

Noxzrma 
■ suX'Jtltl 

Maybe lllne 
I lllrW | 

Curl Is iM E) 


!H Hr 

"1,0-11) 
Ml 

5,i) 
80.NO 


It Could Be 
You 

P&G (BAB) 
Au-L (18.000 

The Jimmy 
Durante Show 
Brewer's Assoc. 
8/9 (10-11) a) 


Untouchables 
Whitehall (Bates) 
Block Drue 
(Grey) 
Corn Prod (LAN) 


CBS Reports 
alt 
Face the 
Nation 
(10-11) 
Brlstol-Myert 
(Y&R) 
Upton (SSC&B) 


Croucho 
Marx 

Block (SSCAB) 

Tonl (North) 
AuP-L S30.00( 


Robert Taylor 
in The 
Detectives 
PAG 
(BAB) 
My-F $45.00 
8/4.Q(10-concl.l 
All Star Ftball 


Twilight Zone 
LAM (McCann) 

Collate (McC) 
A-F $36,000 


Michael Shayne 
(10 11) 
Oldsnioblle 
(Brother) 
My-F $78,001 
Polaroid (DDB) 
Ponds (NCK) 


Fight- Week 
Gillette (Maxoo 
El Producto 
(ComptoD) 
Sp-L $<5,(K> 


Cunsmoke 
LAM (DFSI .1 
Sperry-RAn,i 
(Y&R) 
W-F $42.00 


1-81.1 i Bales) 

Bulova 

Iff CAB) 

$39.0(1. 


| 

'eatre 
uo-ii) 
tat 

ik 

j*.ooo 


No net service 


Silents Please 
Miles (Wade) 

Ralston Purina 
Consolidated 
Clear (WRR) 

(14.000 


CBS Reports 
alt 
Face the 
Nation 


No net service 


Law tV Mr. 
Jones 

PAG (BAB) 
l.orlllard (Grey 
Metreral (KAE) 
A-F $41.00 


Pers. to Pers. 
Block Drugs 

(Grey) 
T. Lorlllard 

St 9/22 
Eyewitness 
Amer. Cyanamld 
Llgeett A Myers 


Michael Shaync 
(Brother) Mai 
Factor (KAE) 

Lorillard (LAN) 
Do-f (KCC) 


Make That 
Spare 
Brn. A Wmxa. 

(Bates) 
Gillette (Maxon 


No net service 


No net service 



200.000. CIC. various sponsors, 9/23, 7:30-S:30 p.m., price not avail- (An) Anthology, (An) Audience Participation, ((') Comedy. (I>) I>ocii- 

>le. Network Preview, 9/24, sponsors and priee not available. Prices do ineutr.v, (I>r) Drama. (K) Kilm, (I) Interview, (J) Juvenile, (L) Live. 

)t include sustaining, participating or co op programs. Costs refer to (M) Misc.. (Mu) Music, (My) Mystery. (X) News. (Q) Quiz Panel.' 

erag© show costs including talent and production. Tliey are cross (in- (Sc) Situation Comedy. (Sp) Sports. (V) Variety, (W) Western. tNo 

ude 15% agency commission). They do not include I'oininercials or elinrge for repeats. L precetlinir date means last date on air. S means 

ne charges. Program types are indicated as follows (A) Adventure, starting date for new show or sponsor in time slot, t Price not available. 
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COMING... 
SEPT. 3rd! 



* the TALLEST TOWER 

in the SOUTH... makes 
SHREVEPORT the 
Nation's Newest 3- 
Station TV Market 

* 300,000-pJus 
TV HOMES! 

* MAXIMUM Power! 
* CITY- GRADE signal 

in TWO standard 
metro areas! 



. . . covers TWO markets 
with ONE cost! . . . and 
BLANKETS the tn-corners 
of Texas, Arkansas, 
Louisiana! 



KTAL*TV 

CHANNEL 6 
NBC for 

SHREVEPORT 

TEXARKANA AND THE ARK LA TEX 

Walter M. Windsor 

General Mgr. 

James S. Dugan 

Sales Director 



*1,580 feet above aver- 
age terrain! For the 
complete "KayTALL" 
story get the facts 
from . . . 



BLAIR TELEVISION ASSOCIATES 
^^^^^^^M Natiomt Reprtsrntatitti 



National and regional bu-\ 
in work now or recently compleU 



SPOT BUYS 



TV BUYS 

General Mills, Minneapolis, will open a spot campaign for its Bi: 
quick. The starting date is 19 September and from there it will 
into a four-week flight. The time segments on this one will be d 
and night minutes and their frequency depends on each mark 
There will be some 40 markets involved, scattered from coast tj 
coast. Agency: Knox Reeves, Minneapolis. Buyer: Phil Archer 

Chun King, Minneapolis, is again on the move, this time with thr 
sets of campaigns each in a two-week flight. This will also use da 
and night minutes in some 40 markets. It calls for a 12 plan in eac 
market. Agency: BBDO, Minneapolis. Buyer: Betty Hitch. 

Filbert Corp., Baltimore, will begin a spot promotion for Mrs 
Filbert's margarine. This is scheduled to begin 11 September for fj 
10-week flight. It will use day and night minutes at a frequency o 
6 to 12 per week. There will be approximately 30-40 markets in 
volved. Agency: Y&R, N. Y. Buyer: Eugene Camoosa. 

Post Cereal, Battle Creek, has a spot campaign planned for its Top 3 
This is scheduled for a September start and will most likely head for 
an eight-week flight. Time segments in this one will be minutes in 
and around kid shows. This will involve some 25 markets. Agency: 
B&B, N. Y. Buyer: George Simko. 

Bristol-Myers, New York, will run a promotion for its Excedrin 
starting 1 October to continue through one year. This will use min-| 
utcs in early and late evening and will involve about 26 markets. 
Agency: Y&R, N. Y. Buyer: Gene Grealish. Also, Bristol-Myers 
will promote another product: '1-Way Cold Tablets. Time segments 
in this one will be minutes, 20's and I.D.'s in fringe daytime and late 
night. Its scheduled for a 2 or 9 October start and will go for 20 
weeks in 22 markets. Agency: Donahue & Coe, New York. Buyer: 
Beth Black. 

Continental" Baking, "Rye, _ New-York, - will promote its Morton's 
frozen biscuits with day and night minutes. This will begin 18 
September and will run 13 weeks in about 10 markets. Agency: 
Bates, New York. Buyer: Gregg Sullivan. 



RADIO BUYS 

Kitchens of Sara Lee, Chicago, is introducing new products. Apple 
and Spice cakes, with an extensive campaign. The spot schedule is 
slated to begin 1 October with a two- or three-week flight. Other 
flights may follow. Time segments will be day minutes with a fre- 
quency of 25 to 35 spots per week. About 35 to 40 markets will be 
bought. Agency: Hill, Rogers, Mason & Scott, Chicago. Buyer: 
Miriam Manzer. 
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CHANNEL 10 

Carries The Weight 
In Rochester, N.Y. 

From 6:00 P.M. to Midnight Daily 





*NIELSEN 4-WEEK SURVEY MAR. 6-APRIL. 2, 19S1 



CHANNEL lO 



BASIC CBS 

ROCH 
WHEC-TV 



AFFILIATE ABC 

R, N.Y. 



EVERETT McKINNEY INC. 



I 



WVET-TV 

THE BOLLING CO. INC. 
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TV SPOT BATTLE 

(Continued from page 30) 

for the tv medium. (See George 

Huntington's statement on page 35.) 

On the other hand, leading repre- 
sentatives such as Edward P. Shurick, 
executive v. p. Blair Tv, have ex- 
pressed fear that the spot carrier 
route being pursued by the networks 
will weaken the over-all sales story 
which the broadcast media have to 
tell. Says Shurick, "Over the years 
we in radio and tv have had a great 
sales plus over all other media— the 
impact of broadcast personalities as- 
sociated with an advertiser's prod- 
ucts." 

"Today, in network tv this adver- 
tiser identification with programs is 
disappearing, and I think this is a 
great loss for the whole medium." 

Significantly, one phase of Blair 
Tv strategy in selling spot against 
the spot carriers will be to press the 
advantages of local station personali- 
ties as forceful, believable salesmen. 

To this end, Blair Tv is broadening 
its qualitative research on station 
image and impact as well as conduct- 
ing intensive quantitative research for 
use by its sales staff. 



An example of this latter type of 
study is a recent memo sent to all 
Blair Tv offices titled "CPM Network 
Minutes versus Spot Minutes." 

To combat what it calls "network 
propaganda" about the efficiency of 
spot carrier minutes, Blair analyzed 
costs for top network carriers in three 
cities, ABC's Untouchables and Ha- 
waiian Eye in Philadelphia, NBC's 
Outlaws and Thriller in New Orleans 
and CBS's Rawhide and Checkmate 
in Columbus. 

Assuming $35,000 as the cost for 
each such network minute. Blair fig- 
ured out what c /< of the total hour 
cost was represented by each station, 
then took this amount of money and 
worked out schedules of fringe min- 
ute to compare with network delivery. 

In each case, the fringe minutes 
delivered more homes at a lower 
c-p-m than the network participation 
—$1.57 vs. $1.92 in Philadelphia. 
$1.36 vs. $2.70 in New Orleans, $1.51 
vs. $2.83 in Columbus. 

From such efforts and those of 
ther aggressive firms it seems certain 
that the virtues of spot, as a specific 
kind of tv, will receive more promo- 
tion in 1961-62 than ever before. ^ 




-LAND" 



(embracing industrial, progressive North Louisiana, South Arkansas, 
West Mississippi) 

JUST LOOK AT THIS MARKET DATA 

Population 1,520,100 Drug Sales $ 40,355,000 

Househotds 423,600 Automotive Sales $ 299539,000 

Consumer Spendabte Income General Merchandise $ t48.789.000 

$1,761,169,000 Total Retait Sates $t,286,255.000 
Food Sates $ 300,486,000 

KNOE-TV AVERAGES 71.7% SHARE OF AUDIENCE 

According to March, 1961 ARB we average 71.7% share of audience from 
9 a.m. to midnight, 7 days a week in Monroe metropolitan trade area. 



KNOE-TV 

Channel 8 
Monroe, Louisiana 



CBS • ABC 

A James A. Noe Station 
Represented by 
H-R Television, Inc. 



The only commercial TV station licensed to 
Monroe. 

Photo. Dixie Chemical Division, Commercial Solvenls Corporation, manufacturers ol agricultural, 
industrial chemicals and antifreeze. 
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SATURDAY DAYTIME 

(Continued from page 32) 

fall: Audion Eminee, ABC TV; 1| 
don Toys and Ideal Toys, CBS T1 
and Remco and American Doll ( 
NBC TV. 

Also very big are the candy, ce 
al and toy advertisers. After th 
come the soft drinks, the childre: 
shoe companies, and others. 

Shari Lewis has a diversified cli 
lineup. These include Nabisco f< 
Children's cereal, Cracker Ja 
Matey bubbling bath additive, Rem 
and American Doll 

How does the programing str 
ture shape up compared to that 
last fall? Biggest news here isj 
course, ABC TV's addition of 
children's shows to its web schedu 
Last year, the network was da 
until 11:30 when it went on wit 
Lunch with Soupy Sales. 

Both CBS TV and NBC TV ha 
added a half-hour to their Saturda 
morning lineups. CBS pushed Caf 
lain Kangaroo back to a 9 a.m. star 
and added a children's version o i 
Video Village from 10-10:30 a.m. \ 
NBC, which heretofore had beeij 
dark until 10 a.m. on Saturday, 
added Pip the Piper (9:30-10 a.m.] 
to its schedule last June, and is con 1 | 
tinuing with the show through fall 1 
One of the major reasons fol J 
heavying up the Saturday mornina | 
block of kids shows, as McFayder a 
pointed out, is the dying out of kids I 
programs during the week. Lon<j 



season 



gone are the days of Howdy Dood\ x \ 
Pinky Lee on weekday afternoons^ 
As a matter of fact, ABC TV this 
cut-back its weekday 5:30o 
p.m. strip including The Lone Rang\ 
er, Rin Tin Tin, probably a major 
factor in that network's decision tot 
open up Saturday morning. 

Last fall, NBC's Saturday morning) 
lineup included two shows which) 
have been dropped in favor of pro-| 
grams with more definite children's 
appeal. These were My True Storn 
and Detective Diary, replaced by. 
Make Room for Daddy and Update) * 
respectively. 

"With business booming, who 
knows. The networks may become 
game enough to go back to weekdays 
with kids' shows," one network 
spokesman said. 

"The Saturday business was good 
ten years ago, and its good again 
today," he added, "it's like a swing- 
ing pendulum." 
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- - wfmy-tv creates 

sales in the nation's 44th market* 

his intricate mosaic based on the sculpture of produce results for you in the nation's 44th 

ueen Nefertite is an example of one of the TV market.* 

dest known forms of art ... the creation of For full details about WFMY-TV's creative 

design from many small pieces of stone. abilities in the growing Industrial Piedmont, 

For the creation of sales, depend on WFMY- call your H-R-P representative today. 

V tO bring together 2.3 million Viewers and » Source: Television Magazine, 19SO Data Book 






fmy-tv 



GREENSBORO, N. C. 

"NOW IN OUR 12TH YEAR OF SERVICE" 
Represented by Harrington, Righter and Parsons, Inc. 



CHANNEL 
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Aithin-Kynett 
gets a chance 
to clean up 

Housewives in the Tidewater have 
found two new friends. 

1. That new gentle, pink detergent 
promoted so well by Aitkin-Kynett. 
2. Virginia's newest and most excit- 
ing radio station, WIIIH. 

Can't we get the two together? It 
seems to us Aitkin-Kynett could 
really clean up. Housewives by the 
block are now switching to WIIIH, 
because of its livelier music, more 
intelligent news coverage and vigor- 
ous concern with local public issues. 

Indeed, whatever product you 
advertise to Tidewater housewives, 
check the all-new WIHII before you 
buy. 

HIM 

FORMERLY WLOW 

TIDEWATER, VIRGINIA 

AN ELLIOT STATION 

Representatives: Avery-Knodel 



LIMITED RADIO BUDGET 

(Continued from page 34) 

that borders on the extraordinary," 
David said. 

"Radio has been getting deeper in- 
to the question of sales effectiveness 
than ever before in the complete his- 
tory of advertising," David revealed. 
"The actual dollars flowing in as a 
result of advertising expenditure have 
been measured, and if radio demon- 
strates pull well beyond other media 
(as it has) then the effectiveness of 
its economy is shown conclusively." 

In the Higbee Department Store 
Challenge study, conducted by RAB, 
it was clearly demonstrated how ef- 
fective was the sales power of radio. 
David cited the power of radio over 
newspapers on men's suits. In this 
instance radio produced $14.24 in 
sales per ad dollar while newspapers 
drew $5.77 in sales per ad dollars. 
In the case of radio vs. newspapers 
on fur-trimmed women's coats, radio 
obtained $5.81 in sales per ad dol- 
lar while newspaper got $2.99 in 
sales per ad dollar. 

"That's the real meaning of the 
basic merchandise results RAB is 
measuring," David said. "In radio 
we have talked about our low cost 
per listener. Now w r e have shown 
that with this low cost in delivering 
communications we also provide high 
return." 

Walter A. Schwartz, national ra- 
dio sales manager. Westinghouse 
Broadcasting Company, echoed Da- 
vid's sentiments regarding the prop- 
er utilization of radio with resultant 
sales. "Retailers, who for years have 
shunned radio because they said, 'it 
doesn't work.' are showing new in- 
terest as a result of the recent RAB- 
Higbee test," Schwartz declared. 
"This extensive project clearly proved 
that proper utilization of radio 'does 
work' for the retailer." 

Schwartz contended there was no 
such thing as a small budget. "In 
short, a budget is a budget, some just 
happen to be higgcr than others," he 
told SPONSOR. "Radio continues to 
deliver the circulation desired and 
the problem of the advertiser con- 
tinues to be how to most effectively 
and efficiently reach this circulation 
through today's most personal me- 
dium. Today's common reference is 
. . . 'our television set' . . . 'the news- 
paper' . . . and 'my radio'." 

Pittsburgh Plate Glass Company's 
use of a limited budget to meet a 



specific advertising need is paM 
off handsomely, according to 
McCullough, assistant manager, Gi 
Advertising and Promotion. PH. 
burgh, with a budget in the nel 
borhood of $50,000 ($6,750 1 
week) , is staging an intensive si 
mer campaign for Sunshade SoleH 
green-tinted automotive safety gl 
on the CBS Radio Garry Moore I 
dio Show. McCullough said Pi 
burgh's decision to use radio I 
based on several concrete facte! 
(1) it got excellent results fronl 
similar campaign last summer: >1 
the cost per thousand and coverH 
were dandy; (3) the dealers werel 
cited about the program and (4) 1 
network's program promotion fl 
merchandising on Pittsburgh Gil 
as handled by Art Hecht and I 
Friedman proved "exciting, stimul 
ing and different." 

According to Frederick T. Lyofl 
director of NBC Radio Spot Salel 
small budget advertiser, say inaj 
metropolitan New York area, col 
accomplish a highly successful cal 
paign by using four or five stathl 
on a budget of $65,000 over a fl 
week period. With a weekly budl 
of some $5,000 aiid the use of 10 1 
15 spots per week on each station, 
small budget advertiser would ei 
up with successful results, Lyons to 
SPONSOR. "I don't believe a deel 
job can be done with only one st> 
tion. but if you place your ammur 
tion on four or five outlets, you'd 1 
reaching an audience most loyal I 
you," Lyons said. "This is sol 
thing you won't find in tv. Tv 
made up, by and large, of a 'suite] 
ing audience.' " Lyons had 10 en 
phatic points for small budget radl 
advertisers. (See hox). 

One of the most notable succes?« 
in a small budget campaign on n 
dio is the now almost historic e; 
ample of Dilly Beans, a suavely in 
gratiating joh performed by Papery 
Koenig, Lois, a New York agency 
The broadcast budget was abou 
$50,000. Some 80% of it wa 
in television and one radio station 
WQXR. Shortly after the campaigi 
was launched, all advertising wa 
suspended — that is, all save the spot 
on WQXR. Dilly Bean expendituri 
on the Neiv York Times station wa' 
$570 weekly for a package of one 
minute daytime announcements, 2( 
per week. Said William Murphy, me 
dia director of the agency: "WQXfl 
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FLAGS FLEW ALL OVER ATLANTA-American flags! Especially along 
the parade path on July Fourth. As a summer patriotic theme 
WSB-TV is emphasizing Americanism. Results: stores in metro- 
politan Atlanta sold out of flags. 200,000 patriots rallied 'round the 
WSB-TV parade route. The station's "Salute to America" continues 
with locally produced programs on the Revolutionary, Civil and Cold 
wars. People in Atlanta look to WSB-TV. . .the traditional leader. 



ftpif stnlcd by 

''WW 




Affiliated with The Atlanta Journal and Constitution. NBC affiliate. Associated with WS0C/WS0C-TV, Charlotte; WHIO, WHI0-TV, Dayton. 
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This Fall in Birmingham 

19 OF THE 
TOP 20 
SHOWS * 
WILL BE 

ON WAPI-TV 

THE CREAM OF NBC 
AND CBS TV NETWORKS 

* GUNSMOKE 

* ANDY GRIFFITH 

* DANNY THOMAS 

* GARRY MOORE 

* HAVE GUN WILL TRAVEL 

* G. E. THEATER 

* CHECKMATE 

* RED SKELTON 

* CANDID CAMERA 

* I'VE GOT A SECRET 

* RAWHIDE 

* JACK BENNY 

* BONANZA 

* DUPONT SHOW 

* DENNIS THE MENACE 

* TO TELL THE TRUTH 

* (SYNDICATED) 

* DOBIE GILDS 

* ED SULLIVAN 

* WAGON TRAIN 



"ACCOROING TO ARB, MARCH 1961, 
THESE SHOWS REACH EO MORE 
HOMES THAN ANY OTHER. 



I\ AIM-TV 



£p CHANNEL 13 ( 
BIRMINGHAM, ALA. 



REPRESENTED BY 
HARRINGTON, RIGHTER AND PARSONS, INC. 



produced the best audience and sales 
response. Of the four media used, 
radio was the most effective." 

Murphy told SPONSOR that Dilly 
Bean ("crisp green heans, politely 
pickled in vinegar and dill. The 
recipe is ancient Southern and one 
reason the Confederacy lasted as long 
as it did") will probably return to 
the air in the fall with expanded 
campaigns both in New York and 
San Francisco. Said Norman S. Mc- 
Gee, WQXR vice president of sales: 
"Any radio station today can, with 
the figures at hand — such as set 
sales, hours tuned in, low cost for 
maximum coverage, etc. — convince a 
media buyer that radio is a most 
reasonable and effective buy. The 
trick, then, is for the account exec 
to present his station in terms of in- 
dividuality so that it becomes impor- 
tant to the buyer to want that sta- 
tion." 

This fall will see a raft of small 
budget advertisers romping in the 
vineyards of radio and enjoying the 
fruits thereof. Among the numerous 
companies with small budgets who 
plan to make full use of radio are 
the Treat Potato Chip Company and 
the Joyva Corporation, maker of 
Halvah and other confections. Each 
of these companies, according to 
Lester L. Wolff, president of Co- 
ordinated Marketing agency, plans 
to spend in the vicinity of $50,000 in 
saturation campaigns with commer- 
cials ranging from 10 to GO seconds. 
While final station selection is still 
not firmed, probable outlets will be 
WMGM. WABC. WINS, WMCA, 
WNEW, WQRX, WUB, all in New 
York; WT1C, Hartford. Conn., and 
WVNJ, Newark, N. J. Most of the 
advertising budgets of these two 
companies will be devoted to radio, 
according to Wolff, who feels that 
these products get far greater im- 
pact on radio than tv. Station per- 
sonalities will be used to promote the 
Treat and Joyva products. 

"Standing out from the crowd is 
becoming the prime need of the 
smaller company, especially for the 
company that must establish a brand 
and corporate image at the same 
time in order to meet the competi- 
tion from the major manufacturer in 
the field," Wolff declared. "Constant 
exposure on a week to week basis is 
vital. For the small-budgeted com- 
pany, radio can be the answer." ^ 



ARB 

(Continued from page 31 ) 

are second and documentaries 
seventh in audience rank in b 
cases. 

• Crime-mystery shows are 
No. One favorite among all groi 
except children. It is not surpris 
that children's programs are the I 
One ranking program categ 
among kids under 12. Situati 
comedies are next. The followi 
three ranking program types amo 
children are, in order, western, ! 
venture and crime-mystery. 

Obviously, the figures on progn 
popularity among children are affe 
ed by the fact that, since children 
to bed earlier than adults, they a 
not exposed to all programs on t 
nighttime schedule. Also, there 
an undetermined amount of parent 
control over children's viewing 
programs with violence. 

• Investigating the number 
viewers per set, ARB found, not u 
expectedly, that the most popul; 
type of show (crime-mystery) alsl 
rated tops in numbers of adults pi 
set. Variety was second in this r 
spect, documentaries were third, an 
westerns fourth. 

In breaking these figures down b 
men and women, it was shown thi 
advertisers who want a high numbe 
of adult males per set would do we 
to buy sports, while those seeking t 
reach adult females should keep va 
riety shows in mind. 

• Regarding viewing habits o 
heads of households, ARB showec 
their viewing preferences by amoun 
of education. Those with less thai 
eight years of schooling seem to pre 
fer game-panel shows, westerns, an( 
situation comedies. Household headi 
with eight-to-10 years of schooling 
had about the same tastes as tht 
previous group. In the 11 -through- 
12 years of schooling category, ad- 
venture and crime-mystery shows 
edged out the others. Those with one 
or two years of college don't seem to 
have any outstanding preference; 
and any type of show they particu- 
larly dislike — as a group, that is. 
Among those with 15 or more years 
of schooling, documentaries were 
popular as were sports shows. 

• Excluding children's shows, the 
program type boasting the largest 
average family size among viewers 
was the adventure show. 



50 



SPONSOR • 28 AUGUST 1961 1 



NEW 



AND 



average 
terrain 



FOR 



TALLER 
TOWER 



WOC TV 

WOC-TV 

AVANT-GARDE OR TRADITIONALIST? 

A lot of both, actually! 

There is need to pioneer and improvise — as WOC did 
in 1922 in the unexplored frontier of radio eommunieations. 
There is need to adapt and refine and to improve as WOC-TV 
has done since 1949 with the advent of television. The new 
tall tower and new transmitter are further steps along the way. 

The thread that holds the old and the new together is SERVICE. 
SERVICE to the community in return for loyalty and attention; 
SERVICE to the advertiser by providing the audience. 

In its thirteenth year in television, WOC-TV provides 
these serviees through constant attention to programming 
and by providing the advertiser with a responsive audienee 
and effective merchandising. 

For all the details, see your PGVV Colonel today! 



WOC 




THE QUINT CITIES / DAVENPORT 



0. D. Pointer, President 

Raymond E. Guth, General Monoger 

Pox Shoffer, Soles Monoger 

Exclusive Notional Representatives 
Peters, Griffin. Woodward, Inc. 

B ET TEN DO RF ' ROCK ISLAND • MOLINE • EAST MO LINE 
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ONE 
BUY! 
FOUR 
MARKETS! 




• Albany 

• Dothan 

EXCLUSIVE 



WJHG-TV 



• Tallahassee 

• Panama City 



NB 
C 



PROGRAMMING 



One buy, one bill, one clearance de- 
livers four marlcet areas with a com- 
bined population of 1,230,700 and 
211,290 TV Homes! WALB-TV and 
WJHG-TV dominate this area! 



WALB-TV 

Ch. 10 
Albany, 
Ga. 



WJHG-TV 

Ch. 7 
Panama City, 
Fla. 



GRAY TELEVISION, INC. 

Raymond E. Carow, General Manager 
Represented nationally by Venard, Rintoul, 
McConnell, Inc. In the South by James S. 
Ayers Company. 




SPONSOR ASKS 

{Continued from page 40) 

1. While the new 30- and 40-sec- 
ond commercial lengths may not be 
widely adopted by spot advertisers 
until later in the season, their avail- 
ability will lead to the adoption of a 
preemptible rate card feature by still 
more stations. Already the principle 
is in use by the New York flagship 
stations of all three networks. Con- 
currently, there will probably be 
much more Section II buying where 
the preemptible feature makes this 
possible — as a means of getting bet- 
ter-than-ever advertising efficiencies. 

2. The appearance of Nielsen's 
Market Evaluation Service — disclos- 
ing, within advertiser sales districts, 
wide variances between network ad- 
vertising impressions and sales — will 
serve to point up even more dramati- 
cally the need to "heavy up," through 
spot tv, those market areas in which 
additional advertising pressure is re- 
quired. 

3. Individual stations will develop 
more "special" and local interest pro- 
graming, which advertisers will em- 
ploy to achieve greater market im- 
pact and local identity than ever be- 
fore. Blair-TV's Special Projects di- 
vision is concentrating on this ac- 
tivity and reports warm response 
from advertisers. This approach in- 
cludes a more effective use of televi- 
sion to reach specialized audiences, 
making the medium more attractive 
to smaller advertisers who may have 
felt they could not compete with the 
"big boys" in terms of budget and 
saturation. 

All in all — aided by stepped-up 
competition from the networks in 
selling "participations" rather than 
true sponsorships — the 1961-1962 
season will undoubtedly go down as 
a buyer's market in spot television. 
The new 40-second breaks have the 
effect of making a three-station mar- 
ket, for example, into a five-station 
market, in terms of the number of 
prime time spot availabilities. We 
feel both new and established adver- 
tisers will be looking to take advan- 
tage of this buyer's market. 

Edward W. Lier, sales supervisor for 
Eastern stations, Avery-Knodel Inc., New 
York 

The utilization of the forty seconds 
available between network shows in 
prime time will most certainly affect 
some buying patterns this fall. 



The 10-second advertised is 
with the toughest problem of 
The I.D. advertiser will be faced 
the pre-emptions of many of 
prime spots by 20's, 30's, or 
Therefore, the I. D. advertiser 
prehensive about his prime s 
Some agencies have asked for 
commitments from stations 
whether or not their I.D.'s w 
subject to pre-emption by the lo 
commercials. If the majorit) 



I.D. client 
consider k 
commercia 
if his spot 
heavily pre 
empted 



prime I.D.'s are pre-empted du 
the fall, the I.D. advertiser will 
to consider going to the longer 




s 



mercials. This could increase 
demand for 20-second breaks 
prime time. 

Advertisers using 20-secoud bn 
seem to be following the same 
tern as in the past by seeking 
buying top-rated breaks in p 
time. Some buyers are concentr 
on the middle 20-second breaks 
in one hour of network shows w 
the break is limited to 30- r 
than 40-seconds. 

The demand for one minute hr 
and participations in fringe 
prime time is as heavy as it has 
in the past. The demand in 
area will again quickly exceed 
supply of minutes considered effi 
by agency standards. 

Advertisers seem to be hedgin 
the purchase of 30-second and 
second station breaks which will 
available this fall. There are 
factors which contribute to the W 
tation on the part of the adverti 
to plunge into the purchase of 
longer commercials. First, producti* 
problems involved in the 40-secc 
break have not been ironed out. S 
ondly, until such time as the pric 
of 30- and 40-second breaks 
firmed up by all stations agencies v 
be unable to evaluate the efficier 
of the longer break. Inasmuch as .' 
or 40-second breaks in spot tv a 
be competitive with network parti 
pation, the demand for this type 
commercial will hinge on its efficic 
cy as compared with the efficiency 
network participations. 1 



■ 



-~* — *— with the 
'BIG CHEESE" in Wisconsin ' 

Not only 34 million people - 
but 2 million cows. 

WEAIWTV 

EAU CLAIRE, WISCONSIN 
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IN INLAND CALIFORNIA 

C AND WESTERN NEVADA ) 




Modern new City Hall of Modesto — Stanislaus County seat. 



•Stanislaus County is an important market in California's 
fcreat Central Valley. It is the 9th county in the entire 
■United States in total farm income. Also, it is the first 
bounty on the Pacific Coast and 18th in the United States 
In retail sales per household — $5,107.00 per household. 
ISales Management 5-10-61) 

I Stanislaus County is part of the area covered by Bee- 
line station KBEE, Modesto. In fact all the important 
California Central Valley and Western Nevada markets 
lire sold on the Beeline stations. And Beeline Radio de- 
livers more of their radio homes than any other combin- 
Iition of stations, at the lowest cost per thousand. (Nielsen 
Coverage Service Report #2, SR&D) 



McClatchy 
Broadcasting 
Company 




, KOHo SENO 

KFBK O SACBAvfNIO 

i< \ 

KBEE O MODESTO 

KMJ ° wno^ 

KERN O «Ar( PS MlO 




SACRAMENTO, CALIFORNIA 
PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE 
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FAIR LADY AT THE FAIR. Connie Mitchell, singing star of station WBBM, Chicago, was 
mobbed by enthusiastic fans seeking autographs at the Chicago International Trade Fair. WBBM 
took three of its live musical shows to the Fair for live originations complete with bands, 
m.c.s, and singers. The total audience who saw the live shows is estimated at 50,000 people 




Advertisers 




The Advertising 



Federatioi™" 

America, through its ger 
counsel, John J. Ryan, tocp 
strong stand in opposition toj 
tain legislation proposed by 
FTC. 

The FTC seeks authority to 
temporary cease and desist o 
without due process of law in a 
ing before the House Committe 
interstate and foreign commerc 
Washington. 

Ryan declared that this suggi 
legislation, contained in seven j 
ing hills, "gives to an administr 
tribunal, responsible to nobody 
the electorate, absolute power to 
join the activities of any person, r 
ral or corporate, whenever in its 
discretion it shall deem this 
able." 

General Mills' stockholders 
their annual meeting this w 
were told that the company sp 
$33.3 million for advertising 




SEVEN SISTERS FUND. (L-r) Linda Sd| 
fer, Horace D. Nalle, v.p. and gen. 
EWR&R, ad agency which started fund, 
vey Glascock, v.p. and gen. mgr. WIP, Ph 
WIP broadcast appeal for seven Schae 
girls whose father died in auto accident I 
June; mother died in child-birth in Ma 



TWENTIES REVISITED. Standing, 
Moress, press agent, Rogers & Cowen, L. 
Ed Hyman, KONO-TV. Seated, Hubert 
nandez, driver of I92B Buick used by KOh 
TV, San Antonio, to publicize 'Margie,' serl 
of 1 920's, premiering 12 Oct. on ABC 
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■ar, an increase of SI. 4- million 
Yer tliu previous year. 

Gerald S. Kennedy, chairman of 
le board, said that the company had 
Record sales total of $575,512,000. 
here was also an increase in the 
jinbei' of shareowcers from 19,000 
I t year to the present 24.000. 

Iiuipaigns : 

H. J. Heinz (Ketchum. MacLeod 
I Grove) has announced its third 
[nual Soup 'n Crackers tie-in pro- 
Ition. It will include eight NBC 
tvtime tv shows, in addition to veg- 
ur Heinz commercials, during the 
ree month period starting in Scj- 
Inber. 

•Great Western Foods (J^ck T. 
filmes & Associates) Texas, will 
jinote its Ranch Style beans in a 
juration of the Southwestern mar- 
It. Schedules were built around 
[flic, shopping, and weekend times 
l:h one-minute radio commercials. 
■Colorforms, Norwood. N. J.. 
ludner) claims to have solved the 
liks and valley problem of the toy 



business. The compam sa\ sits sum 
mcr sales are rip 4() r ,< . Its advertis- 
ing includes the Captain Kangaroo 
show on 170 CHS stations on a \ear 
round schedule, as well as saturation 
spots in 40 key markets. 

Knyeo (Mogul. Williams & Sav- 
ior) a division of Goodrich, will 
launch a promotion next month for 
four new products and service: tiies. 
batteries, brakes and wheel align- 
ment. Kayeo will use 11 new one- 
minute and 20-seeond commercials 
for its accelerated tv schedule which 
covers 61 stations in 52 mijor mar- 
kets with a frequency ranging from 
five to 25 announcements per week in 
each. It is centered in late evening 
and prime time. Radio will be used 
on 73 stations in 59 markets airing a 
saturation spot schedule. 

PEOPLE ON THE MOVE: M. 
Robert Shaffer has been named to 
the new position of director of mar- 
keting for all St. Louis sales divisions 
of International Shoe. 



Merger: Kiwi Polish, Pottstown. 
Pa., has acquired the Cavalier Coin- 
pan). This will give Kiwi much 
greater facilities in both merchandis- 
ing and manufacturing. 

Agencies 



Agency appointments: Foster 
Broadcasting Compaii) . California, to 
Hall Advertising, l'alm Springs . . . 
the Chicago Packers ( \ational Bas- 
ketball Association) to Malcolm- 
Howard, Chicago . . . Permaflex 
Products to George L. Mallis, Phila- 
delphia . . . Baker Clothes tn Rose- 
Martin, New York . . . the Library 
of Sound Education. Inc.. to Molir 
& Eieoff . . . Salada-Shirrifl-llorsey 
for its Salada-Junket division to 
Ciimiiiigliaiii & Walsh from Don le 
Dane Bernbach . . . Botany Indus- 
tries House of Worsted -Tex to the 
Roekmore Company . . . United 
Tours to Grant Advertising . . . 
Lake Central Airlines to Shaw 
Agency, Chicago . . . Lechmere Sales 
{Please turn to page 64 I 



EK 'EM UP PARDNER. Tv star Chuck Connors (of the 'Rifleman' show fame) holds up Gus 
nders, Dave Redman with Jackie Jensen bat during recent interview on WN AC-TV, Boston 





TALENTED BEAUTY. WWDC, Washing- 
ton, D. C, sponsored the Miss Washington 
contest, rating talent, 50%, face and figure 
25%. Judges were (l-r) Mike LaTerre, Peer- 
less Adv., Ray Fertekos, K & E, Did Pickett, 
FC&B, Harold Simpson, Esty, all of N.Y.C. 

PLANS ARE SET for new studios at WITI- 
TV, Milwaukee. Examining the architect's 
sketch are Roger W. LeGrand, WITI-TV mgr., 
George B. Storer, Jr., pres., George B. Storer, 
chairman of the board, Storer Boadcasting 



Two things. 



One — it points out how brilliant a job 
advertising can really do. Two — it proves that 
the advertiser who does it generally 
winds up with the business. 

The moral is obvious. 



do with you ? 



Which brings up two things more. 

One — there are some 7500 men and women 
involved in the purchase of national spot. 
Of this number — the top 2000 control over 
95% of the total business. We call them 
the "influential 2000". The most economical 
way to pre-sell this "influential 2000" is 
via a schedule in SPONSOR because SPONSOR 
has the greatest penetration of influence 
with this "influential 2000" of any book 
in the broadcast field. 



Two — give your ads a "patch" of individuality. 
Without it — the page you buy is empty. 
With it — you can spark a purchase, increase a 
schedule, motivate a new appraisal, change 
a buying pattern and build your station's 
volume every year. 



SPONSOR 

THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 



40 East 49th St. MU 8-2772 New York 17 




LEADERSHIP REQUIRES RESPONSIBILITY 



And Sioux Citians are accustomed to KVTV's 
leadership on the local scene. 1 he men of the 
K.VTV Public Affairs team are well-known, as 
a result of their active participation in community 
affairs. They are listened to with respect. Above, 
Newsmen Charles Powell, Dick Coinpton, Bob 
Bilhnan and Program Director Clark Pollock dis- 
cuss with City Manager Connie Bodine (center) 



a model of the new 18 million dollar Floyd River 
flood control project. The project, now under 
construction, will eliminate future flood problems 
in the Floyd River basin. This team produces 
KVTV's award-winning monthly documentary 
"Channel Nine Reports," one of many News and 
Public Affairs programs that has earned the con- 
tinuing attention of Siouxland. 



IKVTV 

CHANNEL 9 • SIOUX CITY, IOWA 
CBS • ABC 




PEOPLES 
BROADCASTING CORPORATION 



KVYV 
WNAX 
WGAR 
WRFD 
WTTM 
WMMN 



Sioux City, Iowa 

Yankton, South Dakota 

Cleveland. Ohio 



Columbus-Worthington. Ohio 

Trenton. New lersey 
Fairmont. West Virginia 
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What's happening in V. S. Government 
lhat affects sponsors, agencies, stations 
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As the heal builds under individual broadcasters ami networks, tilings cool down 
lor sponsors: the inen who pay the hills are no longer blamed for all the ills in the 
industry; they even sometimes bear friendly words. 

The practical effect is that virtually nobody in Washington is now still thinking in terms 
of removing broadcasting from the control of advertisers and/or ad agencies. 

Blame for real anil imagined programing shortcomings is now diffused, and is fre- 
quently contradictor). The networks remain under about as much fire as ever. However, con- 
siderable energy is currently being expended, particularly over at the Department of Justice, 
on the. question of whether one or two talent agencies are so powerful in this field that networks 
must do their bidding. 

Congressional bearings ha\e produced nil added starter — Hollywood. There 
have been charges that crime, v iolence and "mediocrity " are caused bv the big part Hollywood 
is now playing in filling t\ hours, and particularly network nil time. 

Probably the shift toward multiple sponsorship has bad a good deal to do witli 
it, but there has been no talk during the present Congressional session about the "magazine 
eoncept ' for t\ . When the fire was hottest on sponsors, some of the lawmakers were suggest- 
ing that advertisers be restricted to buying time, rather than programs. 

There is now more talk within the FCC and in Congress about sponsors who seek to bring 
the public cultural or public serv ice programs, with affiliates refusing to clear time, than 
there is about sponsor domination. 

This is an important, but almost compleleh unrecognized, change in the Washington at- 
mosphere this year. 

The question of programing monopoly remains, however: there is almost cer- 
tain to be action on this front, and probably from two directions. 

There is little doubt that the Department of Justice will bring one or more antitrust suits, 
unless the FCC uses its regulator) powers in the way Justice thinks thev should be used. 
Justice remains interested, as it has been for several years, in network control as well as 
in the opposite situation of talent agency control. 

The FCC is, itself, the second direction from which action is almost sure to come. This 
situation is getting the lion's share of attention from Dean Roscoe Harrow, recalled by the 
FCC as a consultant to its network stndv staff, lie headed the staff when it produced the con- 
troversial Harrow Report. 

Congress pushed through the FCC reorganization law: the Commission now 
has practically e\er\thing asked fur it in the President's own reorganization plan. 

The exception is the fact that most of the new power is lodged in I lie seven commission- 
ers, rather than in the chairman. This is something less than significant, in view of the fact 
that the FCC majority will go along v\ith New Ion Miaow on all reorganization steps. The 
original plan would have given Minow neither le»- nor more power to lav down new rules 
and regulations. 

riven before the new law was enacted, the 1" CC had delegated power to its broadcast bu- 
reau to act on unopposed applications for new am and fm radio station*, and for minor 
changes in facilities 

(I'lease turn to ]>age 61 I 
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Significant news, trends in 

• Film • Syndication 

• Tape • Commercials 



FILM-SCOPE 



Keep a close watch on both half -hour and feature film programing chang 
ahead on CBS o&o's. 

First of all, KNXT, Los Angeles, is sweeping out five syndicated shows at 7-7:30 p. 
to make way for a news build-up to an hour a day. 

Shows departing the strip are Assignment Underwater, Dangerous Robin, Lock Up, Sh 
gun Slade, and Third Man. 

But there's a cushion: it's understood in this case the move is strictly to meet lo( 
conditions and is definitely not a syndication vs. news test for the CBS o&o's 
large. 

At the very same time KNXT is taking a lead among CBS o&o's in feature film strips a| 
blocks. 

Starting 15 September there'll be Big Hit Movie Weekend, a Friday - Saturday - Sunc 
Late Show strip, first of its kind on a CBS o&o. 

That's not all. Earlier that week "best seller" pictures — a theme already tried on KMOl 
TV, St. Louis — will be used on weeknight Late Shows, and then the whole thing will 
repeated the following week on the Early Show. Then in October the Early Show will ha 
movie classics, using two days for a picture if needed. 

KNXT's feature films are also to get the heavy promotion treatment. 



The booming cartoon market is bestowing its favors on the newcomers as 
as the old suppliers. 

Witness the progress of TPI-UPA with Mister Magoo and Dick Tracy, and before tl 
Trans-Lux with Felix the Cat. 

Another cartoon producer, King Features (which has one of the two Popeye packages 
syndication) is also reportedly on the brim of its first network deal: Samson, Scral 
and Delilah, for September 1962. 

Among the older companies riding the cartoon wave are Screen Gems, CBS Films, ai 
theatrical-cartoon distributors such as UAA and Seven Arts. 



Third station group to pick up the Encyclopaedia Brittanica library from Tran | 
Lux TV is the Taft group. 

Purchase of 700 subjects is for five years beginning September. Stations are: WKRC-' 
Cincinnati; WTVN-TV, Columbus; WBRC-TV, Birmingham; and WKYT, Lexington. 
Two stations groups that previously bought the library are WBC and Time Inc. 



Add nine station deals and two sponsor sales to the Ziv-UA list for Ripcord. 

Sponsor sales are to National Tea (Lelienfeld) on WGN-TV, Chicago, and Hartz Mou.j 
tain (George H. Hartman) on WRCV-TV, Philadelphia. 

The station sales involve WNAC-TV, Boston; WTIC-TV, Hartford-New Haven; WJA1 
TV, Providence; KSD-TV, St. Louis; WFMJ-TV, Youngstown; WCHS-TV, Charleston-Hurf 
ington; WBOY-TV, Clarksburg; KNOX-TV, Grand Forks, and KCND-TV, Pembina. 

Incidentally, Ziv-UA is preparing what it says are the most extensive merchandisir 
aids ever used in syndication for its Everglades series. 



60 



SPONSOR • 23 AUGUST 19fi| 



FILM-SCOPE continued 



Seven Arts Associated's Films of the 50's is now in 104 markets (Volume J) 
and its second release is already in 39 (Volume II). 

Latest sales are: WXEX-TV, Richmond, both groups; plus first group to WB1R-TV, 
Knoxville, and KBOI-TV, Boise, and second group to WFMY-TV, Greensboro, and WILX- 
TV, Jackson. 

By the way, Seven Arts points out that many stations are doing very well with pre-sale 
of post-1948's although not to begin until fall. Six examples are KLZ-TV, Denver; WGN-TV, 
Chicago; KVII-TV, Amarillo; KTVK, Phoenix; WOR-TV, New York, and KHJ, Los Angeles. 

John Mitchell, sales v.p. of Screen Gems, lias been elected a member of its 
board of directors. 

Among Screen Gems' other personnel moves this week were the election of Berton 
Schneider, business director, as assistant treasurer, and the resignation of Far East chief Al 
Zecha. 

Elsewhere, also on the international front this week, came MGM-TV's hiring of John B. 
Spires as European and British sales chief, and Fremantle International's acquisition of sales 
rights in certain countries to five Official Films off-network re-runs. 



WASHINGTON WEEK 

(Continued from page 59) 

Set to be delegated by the full Commission are most minor contested cases. There will 
be a right to request review of the decisions by the full Commission, but the bids 
ean be refused. 

It appeared in the last feverish month before the August recess that the Commission 
was moving with great speed on a broad range of important questions. The idea of the re- 
organization is to keep matters before the FCC moving with equal or even greater speed. 
Theory is that freeing the commissioners from the need to handle unimportant 
cases will turn the trick. 

Overlooked detail in all of this is the fact that most delayed decisions were postponed 
only because they were too hot to handle. The reorganization plan will do nothing to change 
the complexity of the problems, but the determination of chairman Minow and other commis- 
sioners to reach quick decisions may. 

Adoption of new programing forms and new requirements for station logs 
will be delayed, FCC speedup notwithstanding. 

Industry opposition lias been terrific, and the Commission was set to put off the final 
deadline for filing arguments from 7 September until very late fall or early winter. Beyond 
that, there will be further delays to give full consideration to industry complaints. 

Disposition of the Commission appears to be to meet technical objections rather than 
objections of substance. That is, where the requirements are said to be cumbersome and 
unduly burdensome, the FCC will likely be willing to simplify. But essential requirements 
leading to a closer check on actual programing performance will be retained under present 
thinking. 

The Commissioners are apt to take seriously any complaints — if they find them justified 
— to the effect that there will be too much detail for the manpower available at small 
stations. 

There will, however, be no relaxation along the front of requiring station performance 
to match promise when license was secured. Nor the requirement for ascertaining 
community needs and taking affirmative steps to meet them. 
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Chun King (BBDO) apparently believes that if your agency can't aecom 
it for you. try it yourself. 

The victualer has addressed letters direct to radio stations about the possibility o 
ting bonus spots, after BBDO had been virtually turned down by all radio reps. 

It puts the stations in a ticklish position: they'd like to be firm but tactful and w 
blowing the business. 



K«S:E wants it known that Lincoln-Mercury factory money is never involve 
a dealers' 1 campaign. 

Also, that the agency has never attempted to place a factory Schedule at 1 
rates, even though its buying policy has always remained the same: "to see that all our 
ents gel the best possible advertising at the most economical cost.' 

As for a dealer being able to get a local rate for his association buy, K&E "will go aj 
provided it will result in a more efficient buy." 

The raiding of rep sales staffs by the station groups that have gone in for t 
own national selling is causing quite a turnover in some organizations. 
What this will do to salary levels is still problematical. 



Look for Hallmark (FC&B) to move into the open-stock social stationery 
and use a tv special to introduce the line in time for Christmas gifting. 
Last season Hallmark broke out with a gift-wrapping line. 

Edward Benedict, Triangle's radio-tv national sales director, says that Tria 
"has absolutely no intention of setting up its own national sales organization. 

Another report that he denies: he has been surveying agency media directors with re 
to the relative merits of representative vs. group operation in the area of nati 
sales effort. 



The Beech-Nut and Mobil deals, by filling in minutes on alternate weeks, 1 
served to ease a tension situation for the tv networks: affiliates can no longer c 
plain about having to carry some shows nnsponsored on alternate weeks. 

Stations here and there have indicated that in such instances they'd rather pass u 
series altogether and replace it with syndicated shows. 



BBDO has gone in for a massive pruning on the account side of its du 
account. 

The result has been a lot of tightening up of controls, making the whole thing m 
more manageable. 



Remember the time when radio could boast sets outnumbered home bathtu 

Well, tv can't make a similar claim with regard to electric refrigerators. The latest ce 
shows that these mechanical iceboxes are in 93 r c of all b.S. homes." 
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NOT EVERY MAN'S A KING in the up-and-coming KSLA-TV area ... but 
rost of the folks live like it. From their gleaming offices in sparkling new glass-andsteel skyscrapers 
their smart air-conditioned suburban homes, they live it up . . . and love it! The big majority of them 



heck the 
sKour re 
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WRAP-UP 

{Continued jiom page 55) 

to Bresnick. Boston . . . Renault 
cars in Canada to Grey Advertising 
Ltd. . . . San Giorgio Macaroni to 
Ketchum, MacLeod & Grove, 
Pittsburgh . . . Nic-L-Silver Battery 
Company, Santa Ana, Cal., distribu- 
tors of Sun Power batteries to Beck- 
man, Kolditz Advertising, L.A. 

PEOPLE ON THE MOVE: Sain 
K. Fteetliain to director of the new 
radio-tv department of Chapel and 
Associates, Mansfield, 0. . . . Alfred 
C. Gary to account executive on the 
Technicolor account at K&E, L.A. . . . 
Lucille Rogers Wooding to media 
department of Horton, Church & Goff, 
Providence, from research supervisor 
at Compton. New York ... A. Mi- 
chael Frotliiiigliam, v.p.. secretary 
and general counsel for Ted Bates 
elected senior v.p. in charge of cor- 
porate affairs . . . James F. Ryan, 
v.p. and account supervisor at Dona- 
hue & Coe, has been elected a mem- 
ber of the agency's board of direc- 
tors . . . Weston Elliot to tv-radio 
account executive at Needham, L&B, 
Chicago, from L&N and CBS TV. 
Hollywood . . . F. J. Brown to 
account executive at Tatham-Laird, 
Chicago . . . IVorton W. Mogge, 
president. Tom D. Scliolts, v.p. 
and Luther Myhro, art director, 
all at Atherton Mogge Privett, will 
join Wade, L.A.; Mogge will become 
senior v.p., Scholts will serve as ac- 
count supervisor, and M\hro as crea- 
tive assistant. 

New quarters: The Mervin & 
Jesse Levine agency has moved 
from the Herald Square area, where 
it had been located for the last 37 
years, to an uptown address at 1270 
Avenue of the Americas. 

Agency merger: George L. Mallis 
will consolidate with Adains & 
Cooper, also of Philadelphia. The 
combined agencies will operate as 
George L. Mallis. Inc.. with Robert 
E. Adams, formerly president of 
Adams & Cooper, as v.p. 

Happy anniversary: Goodwin. 
Danneiihaum, Littman & Wing- 
field, Houston, celebrated a 22-year 
relationship with 0. J.'s Beauty Lo- 
tion Company, Shreveport. La., with 



a luncheon for the officers of the 
company. 

Stations on the Move 

KXLY (AM-FM-TV), Spokane, 
Wash, has heen sold to the Mor- 
gan Murphy group of newspaper 
and tv properties from Norinan 
Alexander and Joseph Harris, 
both of New York. 

The Murphy organization pur- 
chased KXLY-TV for a price of 
§2,600,000 and KXLY-AM-FM for 
$650,000. The stations, sold on 12 
August, were brokered by Blackburn 
S: Company, Washington, D.C. 

The transaction is subject to ap- 
proval by the FCC. 

TOTAL STATIONS ON THE AIR 

fas of 1 August 1961) 
AM: 3,609 
FM: 896 
TV: 545 

BOUGHT/SOLD/APPROVED 
Sold: KASO, Minden, La., to Har- 
old (Boe) Cook from Frederick A. 
W. Davis and Jimmy Hugh. The 
price: $50,000. Brokered by: Hamil- 
ton- Landis & Associates, Inc., Wash- 
ington, D.C. . . .WYSL, Buffalo, 
N.Y., to Leonard Walk, James II. 
Rich and Bernard Friedman, owners 
of WAMO, Pittsburgh, Pa., from The 
McLendon Corp. The price: $230,- 
000. Brokered by: Blackburn & Com- 
pany, Washington, D.C WOOO, 

Deland, Fla., to Polaris Broadcasting 
from Trio Broadcasting, Inc. The 
price: $75,000. Brokered by Paul H. 
Chapman Company. 

Associations 

The Public Relations Society of 
America will have Edward R. 
Murrow as their guest at the So- 
ciety's 14th National Conference. 

The conference, slated to begin 13 
November in Houston, will be key- 
noted by Murrow's address entitled 
"Communications — A Vital Force in , 
World Relations." 

Two stations, WCON, Cornelia, 
and WGAU, Athens, will begin 
testing the FCC's proposed pro- 
gram form and logging require- 
ments on 27 August for the 
Georgia Association of Broad- 
casters. 



A full report of their findings v 
be made at the South East Radio- 
Seminar in Atlanta, 15 September, 

GAB president H. Randolph H 
der of WGAU said, "We are elal 
over the decision to postpone 
deadline for comments on the p 
gram form until 1 October, and 
think the Nation's broadcasters v 
provide the FCC with the informati 
it seeks to gain eventual re-revisi 
of the form." (See Washington We 
page 61 for latest FCC position 
this.) 

Tv Stations 



Ideas at work: 

• WJBF, Augusta. Ga., and t 
sponsor of the Top Ten Dance Pai 
show, Lay's Potato chips, is condu 
ing Turnabout Tunes contest. Vie 
ers who identify hits in the past I 
win a prize. 

• KTLA, L.A., has prepared 
brochure called Declaration of 
Independent being sent out alo! 
with a release concerning the statior 
fall presentation. 

• KTVT, Ft. Worth, promott 
its power boost to 316,000 watts 
gifting timebuyers and other agent 
people with frozen prime Angus s: 
loin steaks. 



D. W. Onan & Sons, Floril 
manufacturer of emergency ele^ 
trie generators, is the sponsor 
the Florida Defense Network t 
weather broadcasters. 

This was announced by Lee R 
witch, president of the FAB and ge 
eral manager of WTVJ, Miami 
said, "This is the first time, as fr 
as we know, that broadcasts by 
state defense network have be 
sponsored." 

The SICA obtained permissia 
from the FCC to allow sponsorshi 
last year, but at that time it was to 
late in the season for broadcasts 
be commenced. 

RCA Victor is promoting colo 
tv set sales with three Colo 
Nights this fall. 

This will come about during t« 
peak periods of the fall selling seaso 
and on nights when color telecastin 
is particularly heavy so that th 
dealer can give profitable in-stor 
demonstrations. 

The events have been scheduled I 
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October, 1 November, and 6 Decern- 



er. 



EOPLE ON THE MOVE: Barry 
'■coghegan to account executive and 
oil n S. Kirk to assistant general 
lies manager, both at WABC-TV, 
ew York . . . Tom Burkliart to 
-sistant national sales manager at 
i'TVJ, Miami, from regional sales 
anager at WLOS-TV, Aslieville, 
I. C. . . . J. J. Bernard, v. p. and 
eneral manager of KTV1. St. Louis, 
as announced bis resignation . . . 
loves Scott to local sales manager 
nd Richard Ridgeway to sales 
'affer, both at KRCA. L.A. . . . Car- 
oil Bagley to WNTATV, Newark.. 
| . J. sales department from Screen 
ems where be was account execu- 
ve . . . Wally Meads to account 
(\ecutive at XETV, San Diego . . . 
lobcrt F. Hudson to assistant pro- 
lotion manager at WBZ-TV, Boston, 
*om supervisor of general services 
t the same station . . . Hal Hough 
) v. p. in charge of program services, 
BS Tv stations division from diree- 
'ir of ])rogram services for CBS o&o 
t stations. 

Cudos: WHIO (AM-FM-TV), 

layton. 0., was presented with a 
pecial Ohio State award for the pro- 
lotion of Civil Defense on W1110 
kdio . . . WTAE, Pittsburgh. Pa.. 
w ceived the First Annual Pennsvl- 
ania Traffic Safety Award for sup- 
orting the Governor's traffic safety 
rograni through an intensive cam- 
paign of spot announcements. 

Radio Stations 

HBG, Philadelphia, envisions 
lie day when the Philadelphia 
'billies might reach the all-tinie- 
igh and has joined a crusade to 
ivc the team moral support. 
It seems the Phillies have lost 23 
f their last 24 games — so the station 
"< offering a clock radio to the player 
rho conies up with the most hits in 
leir 22 August game. 

Personality Jerry Stevens, critic of 
le Phillies, finally became more pos- 
live — and generous — and offered a 
preo record player to the first Phil- 
les player to bit a home run. 

The other staff dj's issued the fol- 
ding statement: "We do not play 
b organize a baseball team as has 



been recommended. With public sup- 
port, the Phillies can join W1BG in 
the number one spot." 

As a new feature of RAB's man- 
agement conferences, the. na- 
tion's "miilti-million-dollar mer- 
chants" will he psychoanalyzed. 

The RAH, after researching the 
special world of the top retailer, will 
give radio station sales management 
a close look at the modern and com- 
plex operation of the large-scale re- 
tailer — the department store. 

Ideas at work : 

• WCBS, Xew York, has sent 
around advance copies of sports- 
caster and former Giant star Frank 
Gilford's 1961 All-Pro Football mag- 
azine. 

• KPFM, Portland, Ore., and 
sponsor, Federal Savings Bank, will 
enter 64 one-hour shows previewing 
the Portland Symphony Society's 
coming season. Members of the sym- 
phony's music committee will act as 
commentators. 

• WO WO, Ft. Wayne, dj Bob 
Sievers celebrated his 25th anniver- 
sary at the station by broadcasting 
from his front lawn and the town 
came out with Bob Siever's day. 

• WMCA, New York, found that 
its Barry Gray show oversold Liqui- 
cal's 25<* discount offer. 

• WJPS, Evansville, Ind., sealed 
its dj, Dave Wood, in a fallout shelter 
for a two week stay. On 25 August 
be will be taken from the shelter and 
examined by a team of doctors. 

• KBUZ, Phoenix, Ariz., delivers 
a carnation to agency receptionists 
every week. 

• Metropolitan Broadcasting 
entertained some 200 tiinebuyers and 
account executives, representing 54 
New York City* advertising agencies. 
It was a sea-going party, sponsored 
b\ Metro's W1P in Philadelphia, rid- 
ing high on the Hudson Bell, a Man- 
hattan touring boat. '"Captain'' Har- 
vey Glascock and his W1P crew 
played hosts to the groups for the 
moonlight cruise and cocktail party. 

PEOPLE ON THE MOVE: Ha) 
Hirschiiianii to sales manager of 
KROD, El Paso. Texas, from local 
salesman, same station . . . Richard 
Morrison to v.p. of Richard H. Ull- 
man . . . Joseph Aley to national 
and regional sales manager at KCEE. 



Tucson . . . John Rhys Evans to 
sales staffer at KOL, Seattle, from 
KMCS-FM, Seattle . . . William M. 
Beyeu to sales staffer at WVOX, New 
Kochclle, New York . . . Gar Mead- 
owcroft to general manager at 
WPOX, Po.itiac, Mich. ... V. A. 
(Buck) Buchanan to account ex- 
ecutive at WCCO. Minneapolis-St. 
Paul . . . Philip Leopold to director 
of sales development and advertising 
at WABC, Xew York, from account 
executive at W1XS, Xew York. 

Programing: Personality Scope, 
Beverly Hills, Calif., will release Mau- 
rice Chevalier's show This is Paris 
on the Celebrity Five series of five- 
minute five days a v\eek radio pro- 
grams now airing on 1.027 radio 
stations in this country. 

Expansion: Tnteriiiountain Net- 
work, Salt Lake City, has announced 
the addition of six affiliates bringing 
its strength up to 55 stations located 
in the eight states. 

Happy birthday: KFRC. San 

Francisco, celebrates its 37th anni- 
versary in September. The station 
was first licensed to broadcast on 24 
September 1924. 

Social note: WBMD, Baltimore, 
had general manager Carl Brenner 
hosting a Stork Club luncheon for 
key media and research people from 
11 of the city's top agencies. 

A very old gag: WQAM, Miami, 
dressed its dj's in chefs' outfits and 
sent them to fry eggs on the side- 
walks. But it wasn't hot enough and 
an acetv lene torch had to be used to 
heat the sidewalk. 

Kudos: WIIK, Cleveland. 0., was 
named one of the 12 national win- 
ners of the Annual Outstanding 
Point-of-Purchase Displays by the 
Screen Process Printing Association. 



Networks 



Tv specials sales: The presentation 
of AMPA's annual "Oscar" awards 
in 1962 will again be sponsored by 
P&G on ABC TV. It will also be 
broadcast over ABC Radio. P&G 
(Grev ) sponsored the "Oscar" telecast 
17 April last on ABC's first telecast 
of the event. The Network has an 



ponsor • 28 august 1961 



exclusive five year contract with the 
Academy. The 1961 '"Oscar" show- 
was carried by a record 288 ABC TV 
stations and more than 200 ABC 
Radio stations. 

TV specials: A one-hour Tv spec- 
tacular over ABC-TV at 9 p.m. on 
13 September will introduce the con- 
sumer public to a new* record-pro- 
duct about to be launched by General 
Harmonics and Video in conjunction 
with Beccham's Brylcreeni. The pro- 
motion will feature Connie Francis 
doing an album of songs never before 
recorded by her and the special will 
be the Connie Francis Show with Arf 
Carney as guest star. 

PEOPLE ON THE MOVE: Edwin 
T. Vane has been appointed manager 
of daytime program operations at 
NBC TV. He joined the network as 
a page in 1945 while attending Ford- 
ham University and became manager 
of audience promotion in 1956. 

Tv sales: The Ideal Toy corporation 
will sponsor the Bullwinkle Show in 
color on NBC TV from 7 to 7:30 
p.m., Sunday nights. The same spon- 
sor will take Maverick on ABC TV 
from 6:30 to 7:30 p.m. The time 
conflict on the two programs is ex- 
plained by the fact that different pro- 
ducts will be advertised. 

Representativ es 

RKO General will hold its first 
sales clinic for its newly-organ- 
ized National Sales division 22-25 
August. 

The sales staff meeting, to be held 
in New York, will include members 
of the division's New York. Los An- 
geles, and San Francisco staffs. 

The four-day program will have as 



its objective the orientation of the 
sales staff to the seven-city KKO 
General group. Sales managers of the 
stations will make presentations. 

Select Station Representatives 
lias announced the opening of a 
Chicago office to service the Mid- 
west area. 

The new office, located at 333 No. 
Michigan Ave., will be in the hands 
of Irwin W. Unger, previously with 
Headley-Reed. 

Rep appointments: WACE, Spring- 
field Mass., and WKST, New Castle, 
Pa., to Spot Time Sales for national 
coverage . . . WMNI, Columbus, 0.. 
to Ohio Stations Representatives 
for the State of Ohio . . . KUZN, 
West Monroe. La., to Breen & Ward 
Radio Representatives . . . WQXQ, 
Daytona Beach, Fla.; WTID, Nor- 
folk. Va.; WHBG, Harrisonburg, 
Va.; WELK. Charlottesville, Va.; and 
Radio Alabama Network, all to Hal 
Walton Associates. 

PEOPLE ON THE MOVE: A. J. 
Polley to manager of the Chigago 
office of Hal Walton Associates . . . 
Thomas P. White to account ex- 
ecutive at Adam Young . . . James M. 
McMullin to account executive with 
Advertising Time Sales . . . Richard 
E. Charlton to manager of the Chi- 
cago office of Henry I. Christal Com- 
pany . . . Gerry McGavick, Jr., to 
sales staffer at Venard, Rintoul & 
McConncll from senior sales service 
representative at NBC-TV . . . Duane 
Harm to tv account executive at 
Avcry-Knodel in Chicago . . . S. 
James (Jim) Matchett to sales 
staffer at the Chicago office of Robert 
E. Eastman. 

New quarters: Hal Walton Asso- 
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How can I protect and control 
negatives of our TV spots? 



Let BONDED catalog and 
store your pre-print material 
at its Fort Lee, New Jersey 
warehouse. 
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A Division of 

NOVO INDUSTRIAL CORP. 



ciates has opened a new West col 
office at 1046 South Olive St., L.A.| 

Facts of the Week: Rohert 
Eastman Company notes that ml 
are exposed to spot radio for so:[ 
14 hours per week. Most of this tall 
place while dressing, shaving, dr| 
ing. etc. 

Film 1 

WMAR-TV, Baltimore, houj 
three packages of feature filrl 
produced and shown in tl[ 
1950s, plus a few older nuiiibeil 

Thirty-nine of the films bong 
come from the Seven Arts packai 
with another group of 25 titles 
quired from National Telefilm Assod 
ates. The third package includl 
older releases, one of which is Somq 
set Maugham's The Razor's Edge. 

PEOPLE ON THE MOVll 
John H. Mitchell elected to til 
board of directors at Screen Gem| 
Mitchell is v. p. in charge of sales . 
Gerald Mandel to director of tl 
educational film division at Sterlin] 
Television . . . Jerry Kurtz to v.j 
in charge of sales at Television Ente| 
prises from Official Films. 

Public Service 

WCAO, Baltimore, again prove 
its strong identification with th 
community by raising over $10 
000 for mentally retarded chi 
dren. 

The money will go towards buikl 
ing a wing on Angel's Haven, a norH 
profit residential home for mentalll 

retarded children. 

The station's announcers ran i 
competition in order to raise th~ 
money among listeners. 

Kudos: WTIC, Hartford. Conn 
became the first Connecticut recipie 
of the United States Army Outstan 
ing Public Service Award. The stal 
tion was cited for its unselfish actiol 
and consistent help in telling the stor 
of the North American Air Defenst 
Command and its mission to protcc 
America from hostile air attack . . 
WSB, Atlanta, Ga., has been pre 
sented a Certificate of Merit by th 
Radio Free Europe Fund (Crusadi 
For Freedom, Inc.) for invaluabW 
help in the "Radio Free Euro 
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Fund's Campaign." . . . WHIO, Day- 
ton, Ohio, was presented with two 
awards for its continuing efforts on 
behalf of Civil Defense. The major 
national award was given to WHIO- 
TV Presents program, one of four 
such awards in the country, and a 
special state award was presented for 
the stations over-all efforts . . . 
WFAA(AM-FM-TV), Dallas. Julie 
Benell news food editor and star of 
her own tv show, has received a presi- 
dential citation in recognition of her 
five part series on Civil Defense which 
she recenth presented on her tv show 
and Southwest Central WFAA-820 
features. . . . WCAU, Philadelphia, 
played host to 5,000 people. The sta- 
tion's personalities invited listeners to 
join them for breakfast one morning 
at the studios. The substantial response 
brought listeners to the station doors 
as early as 6:45 a.m. for a huge 
breakfast consisting of fruit juice, 
eggs, bacon, sausage, coffee, rolls and 
coffee cake served buffet style out- 
doors on the stations parking lot. 
Local police dispatched special traffic 
details to handle the crowd, man)" of 
whom were people who stopped for 
breakfast on their way to work. Fifty- 
two hundred eggs were supplied by 
the Vineland Egg Auction. The event 
w as the highlight of "eggs 'round the 
clock." a week-long public service 
campaign undertaken by WCAU to 
re-awaken consumer interest in eggs 
as an important segment of the daily 
diet. WCAU farm director Hugh Fer- 
guson enlisted the station's aid in 
support of this program to help the 
large poultry and egg industry in this 
area regain markets the\ have been 
losing due to consumer loss of inter- 
est in fresh eggs. 

Trade Dates 

The 1961 Broadcasters' Promo- 
tion Association Seminar, to l>e 
held at New York's Waldorf 
Astoria 6-7-8 Novemher, will have 
as its primary topic hroadcast- 
ing's image. 

This was announced by Dan Bellus, 
director of advertising and promo- 
tion for Transuontinent Television 
and program director for the BPA. 

Discussions will include the rela- 
tionship of station image to time- 
buying and selling as well as the im- 
portance of that image to the adver- 
tiser. & 
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NEWSMAKER 




James Theiss has been promoted to v 
and general sales manager at Blair Telt 
sion Associates. His background in bro. 
casting dates back to the earliest days of 1 
Prior to joining Blair Tv Associates 
1956, he had spent several years in 
media department of B&B, as a timebu 
on the General Foods and P&G accour] 
Theiss was graduated from Seton Hall U 
versity where he majored in economics and business administratii 
He resides in Dobbs Ferry, N. Y. with his wife and three so,« 

Norman Glenn has been promoted to the 
post of v.p. and associate director of the 
radio/tv department at Young & Rubicam. 
lie began his career in the broadcasting 
and advertising industry at NBC where he 
was a sales promotion executive from 1950- 
51. In 1951 he became v.p. in charge of 
radio and tv at DCS&S where he remained 
until joining Y&R in 1956 as an account 
supervisor. Glenn was made v.p. and stockholder in 1958. He is,» 
graduate of UCLA and received his MBA from the Univ. of Pei. 

Wilmot H. (Bill) Losee has been elect 
president of AM Radio Sales Compai 
Donald H. McGannon, president sir? 
1959, will serve now as chairman of t 
board. Losee previously served as v.p. a . 
general manager. He has worked in t 
•representation field with the Branham Co 
pany and John Budd Company and in l 
dio at WINS, New York. He is a Woi 
veteran, and is a graduate of Duke Universil 
in Garden City. N. Y. with his wife Virgin 





War 
Losee 



II Navy 
resides 



Larry Waker has been named a member 
of the new Advisory Committee on Educa- 
tional Tv by the North Carolina Board of 
Education. He is executive vice president 
and general manager of WSOC-TV, Char- 
lotte. The appointment coincides with a 
new state policy on educational tv in state 
public schools. He was appointed by the 
Governor to the state's in-school tv experi- 
ment and is a member of the executive committee of the Universi 
of N. C. for educational tv. He joined WSOC-TV in 195, 
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frank talk to buyers of 
air media facilities 



The seller's 



low does radio fit into the controversy created by FCC Chairman Minoivs 
•'vast wasteland" speech? Attention has been focused on tv programing since 
hat caustic utterance, but here, Robert Pauley, v.p. in charge of the ABC 
ladio Network relates it to the radio field. He asserts that radio broadcast- 
rs should take the initiative, without awaiting possible direct word from the 
Weffl/ Government, in upgrading their program content. Survey your com- 
1t nit y as to its needs and respond with appropriate programing, Pauley 
uggests, and he provides evidence that advertising support will follow. 




Radio can upgrade programing, and prosper, too 



CC Chairman Newton Minows speech at the recent 
leeting of the National Association of Broadcasters made 
profound impression on the broadcasting industry, as 
ou well know. 

Although Chairman Miaow did not mention radio spe- 
cifically, we all feel that radio will not long he ignored 
nd our affiliates are aware of this. 

Soon after that speech, I was approached by several sta- 
on managers whose attitude was: "Mr. Minow was a lit- 
e vague. He didn't tell us what he expects from us. " 

Alv answer then was, and still is, "Don't wait for him 
|) tell you. because once he does, you abrogate your re- 
bonsibility to the Federal Government/' 

Simply be responsible. Do your job before you are con- 
ontcd by federal criticism. 

An example of what can happen when the government 
ids stations lax in fulfilling part of their responsibility is 
lie FCC's newly proposed rule which would require the 
' ation manager to survey his community to determine the 
ublic's programing desires. 

This should never have reached the point w here a rule 
as considered. Despite the difficulty it would necessitate 
i metropolitan areas, radio, nevertheless, should have 
lalyzed its market long before the FCC told it to — not 
ist to achieve big "numbers" but to fulfill the total obli- 
Bon of a licensee to seek out the wishes and needs of all 
■presentatives of the community. The final determination, 
pever, must lie with the station manager. 
Radio is very sensitive. It treats you well if you treat it 
ell. When you improve the quality of programing, you'll 
) your share of business or more and you will also he 
oud of your product. You'll attract quality advertisers 
id the community will respect you as a businessman, as 
i individual and as a broadcaster. 



Quality is what the ABC Radio Network is selling. And 
quality is what the advertiser and the affiliates are buying. 

For example, we are now spending twice as much on 
quality programing as we did a year ago and we are sell- 
ing many more units for main more dollars. Our third 
quarter sales figures are 30-35'? ahead of the third quar- 
ter for 1960. The same outlook holds true for the fourth 
quarter. 

Win ? Because of service-minded programs like Flair, 
for example. This program is proof that a public service 
type show will be accepted by stations and advertisers. 
Flair offers its listeners informative, quality features rang- 
ing from baby care, household hints, and advice on in- 
terior decoration to features on outer space. Wall Street, 
and physical fitness. ABC merely wrapped this informa- 
tion in a light and entertaining format and it quickly 
caught on with advertisers and affiliates alike. 

But improving the quality of commercial programs is 
living up to onlv part of our responsibility. Broadcasters 
should continually strive to add quantity and quality to 
their news and public affairs programing. Here at ABC 
we have considerahlv increased our staff of news corre- 
spondents and we keep the news-minded public constantly 
alerted b\ bringing them nearly seven times more on-the- 
spot reports than we did a \ear ago. 

We feel it an essential part of this responsibility to cre- 
ate our own public service programing rather than simply 
offer our facilities and lines to other people with their own 
pet ideas. In the past year we have achieved this goal of 
self-creation almost completely. 

ABC Radio is aware of what responsibility means and 
we are doing our part to live up to it. As long as network 
radio can continue to do this, we need not worry about the 
Federal Government trespassing on the rights of responsi- 
ble broadcasters. ^ 



'O.NSOU • 2!! AUGUST 1961 



69 



SPONSOR 



Again a liquor problem 

The recent news that am and fni radio stations have 
agreed to take a schedule of announcements for Old Hickory 
Bourhou is most distressing. 

The last time the hard liquor problem arose was in Octo- 
ber, 1958, and at that time prompt, vigorous action by the 
late Hal Fellows, as NAB president, succeeded in dissuading 
the handful of stations who were tempted by the prospect of 
hard liquor advertising dollars. 

We hope that Governor Collins will take equally prompt 
and effective steps to meet the new threat posed by the spot 
orders of the Ellington agency. 

The reasons why hard liquor advertising must not be per- 
mitted on radio and tv are not blue-nose reasons. Nor do they 
constitute in any way. a condemnation of those who manu- 
facture sell, or enjoy distilled spirits. 

The reasons, as SPONSOR has pointed out many times, have 
to do with the special qualities of broadcasting itself, its pen- 
etration into the home, its advertising impact, its unique pub- 
lic service responsibilities. 

Let's have quick industry action on this. 

New approach to radio research. 

While formal judgment will have to be reserved until the 
printed reports are available, the new radio research study 
on "station portraits" just announced by Henry I. Cbristal 
(see SPONSOR WEEK, page 7) seems to promise a refresh- 
ing and creative new approach to radio measurement. 

The study, undertaken by Alfred Politz for WGY, Albany- 
Scbenectady-Troy; WBEN, Buffalo; WJR, Detroit; WTIC, 
Hartford, and WTMJ, Milwaukee, each of which participated 
individually, will not be comparable in any way with regular 
radio ratings. 

Its sponsors promise, however, that it will provide impor- 
tant new information, not only about the kinds and numbers 
of people to listen to radio but the places and times of day 
at which they listen, and about their awareness of the quali- 
tative attributes of individual stations. 

We re looking forward to seeing this new project. ^ 



lO-SECOND SPOTS 

The size of things: One of the i 

dio networks program-practices d 
partment has released the followii 
memorandum: "For your incident 
information, when we questioned tl 
use of the designation 'large size' 
a Pepsodent commercial, we were a 
vised that by industry agreement tl 
large size is the smallest size distri 
uted through the retail channels.' 



"See you in C-U-B-A": Followii 
the recent wave of airplane snatchin 
The Neiv Yorker Magazine carried 
cartoon showing the passengers 
an airliner sitting comfortably, wh< 
suddenly a voice came over the lou 
speaker announcing: "Buenos di; 
senoras y senores . . . this is your ne 
captain speaking. . . ." 



See the U.S.A. . . .! There s 
world traveler in our editorial offil 
who decided to "See the U.S.A." 1 
his Volkswagen this summer. He tel 
of one Wyoming town that was s 
small they had to put the entire Bu 
ma shave message on one sign. 



Double-take: Paul Harvey recenl 
closed his 8:55 a.m. EDT newsc 
on ABC Radio with an account of a 
automobile theft which was quickl 
solved because of the vehicle's di 
tinctive noises. Because everyone 
town was familiar with the rumb 
issuing from the automobile's rea 
the thief didn't have a chance, Ha 
vey explained. Then lie went into th 
familiar. "And now a word from ou 
sponsor." but at that point he emitte 
a sound something like "whoops, 
followed by a slight pause, anr 
finally, the sponsor's name, Mida 
Muffller. 



1 

i 



Better bring lunch: A broadcasts 
we know, taking a playful poke a 
a rival entertainment medium, hai 
this to say about one of the receii 
crop of superlong feature films ma 
ing the rounds at movie theatres 
hear they're selling three categori 
of tickets for "Exodus" — one pric 
for adults, one for children unde 
age 16. and one for those who turf 
16 while in the theatre." 
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jlombard 
San Francisco 
flight and Day 



6mbine all your spots— prime time minutes, morning ID's, afternoon 
1's, film, live and videotape commercials— for the most advantageous 
rnetration Plan discounts in San Francisco. 

/Jditional discounts on 13, 26 and 52-week night and day penetration schedules! 

Il KTVU or H-R Television Inc. for excellent availabilities in live sports, 
le Play of the Week, high-rated live, syndicated and kids shows. 



CHANNEL 





£,N FRANCISCO • OAKLAND one jack 



London Square, Oakland 7, California 




CHANNEL 2 

Get active response in the bonus Canadian Market, too! WGR-TV brings your message to well over halfj 
million TV homes in the active Toronto-Southern Ontario "middle third of Canada— in addition to over648,0( 
TV homes served in Western New York and Northern Pennsylvania. To sell Buffalo, get active with WGR-T 

WGR-TV CHANNEL 2 NBC BUFFALO, N.Y. • A TRANSCONT1NENT STATU 



T* WROC-FM, WROC-TV, Rochester, N, Y, • KERO-TV, Bakersfield, Calif, 
g WGR-AM, WGR-FM, WGR-TV, Buffalo, N Y. • KFMB AM, KFMB-FM 

KFMB-TV, San Diego, Calif. • WNEP-TV, Scranton-Wilkes-Barre, Penn 
WDAF-TV, WDAF AM, Kansas City, Mo 
TRANSCONTINENT TELEVISION CORP. • 380 MADISON AVE., N.Y. 1 
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